


g 


ryYVvvVvyVvyVvVvVvVvVvVTeTVTeVTteTteTeTerere 
rouvrve Ty 
\- pbb bbbpbpbpbpbbbbbbbbb bbb bbb bb bh phpbb a i) 











A JOURNAL FOR ADVERTISERS. 
Gro. P. Rowgi1 & Co., Publishers, 10 Spruce St., New YorxE. 














Vou. XXIII. = NEW YORK, May 128, 1898. No. 7. 





SHPBAQE 
? 


PS VES 











“Towe _ success to the newspapers, and to 
jaw SL, I free y give a certain profit of my yearly 
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The 
Philadelphia 
Record 


always publishes Wanamaker’s largest advertisement. 


Average daily circulation for April, 1898, 201,210 copies. 
Advertising rates r line. 

Average Sunday circulation for Aprile 1898, 146, 289 copies. 
Advertising rate 20c. per line. 


THE RECORD PUBLISHING CO., PHILADELPHIA, 
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ABOVE ALL OTHERS 
Is IN THE BUSINESS SKY. 
Personified COMFORT 


Appears unlocking one of the 
more than TWELVE MILLION 
United States Homes. COM- 
FORT is now received in One 
Million Two Hundred Fifty-three 
Thousand Six Hundred and 
Forty-nine of them every month. 











GREAT ADVERTISING MEDIUM. ; 
Words cannot convey to you 
the great good COMFORT has 
done The National Corre- 
spondence Institute. It is a 
great advertising medium. ; 
J. W. McKinley, Manager, 
Washington, D. C. 3 






















ONE OF THE JOYS OF LIFE. 








Sending and paying for 
our advertésement in 
COMFORT is a pleasure. 
In other words, it pays. 
HI. C. Buchanan, 
58 Ann St., New York. 
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All General Advertising 
Agents represent COMFORT 


W. H. Gannett, Publisher, 
AUGUSTA, MAINE. 


BOSTON, John Hancock Bidg., 
NEW YORK, Tribune Bidg., 
CHICAGO, Marquette Bldg. 
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COSMO BUTTERMILK SOAP. 


ORIGINAL IDEAS AND METHODS 
IT TO 


THE 
OF THE MAN WHO BROUGHT 
PUBLIC ATTENTION. 


J. J. Burns holds original ideas 
about advertising, and in the building 
of a wide sale for Cosmo Buttermilk 
Soap he has dem- 


weeks ago we addressed a proposition 
to one druggist ineach of 3,700 towns 
of from 1,000 to 20,000 population. I 
was first careful to see that these’ men 
were not handling our goods. My let- 
ter told them that if they would pur- 
chase $9 worth of Cosmo Soap they 
might pay for it with $5 and a contract 
binding them to 





onstrated that his 
pet theories are 
successful in prac- 
tice. 

Cosmo Butter- 
milk Soap has 
been advertised 
since 1891, and 
has become known 
all over America ; 
but at present its 
displays are miss- 
ing from their ac- 
customed places 
in the magazines 
and periodicals. 
A few days since 
I journeyed to the 
sixteenth floor of 
the Marquette 
Building in Chi- 
cago to interro- 
gate Mr. Burns 
about it. I found 
both determina- 
tion and diplo- 
macy necessary to 
carry an inter- 
viewer past the 
office boy who 
guards Mr. Burns’ 








run $4 worth of 
‘readers’ in their 
best local paper, 
sending me mark- 
ed copies of the 
sheet to satisfy me 
that they fulfillthe 
agreement. I did 
this on the theory, 
which I believe to 
be a fact, that 
they can buy more 
for $4 than I can. 

“Well, sir, in 
two weeks twelve 
per cent of the 
druggists address- 
ed. had accepted 
the proposition, 
and orders are 
still coming. 
We've fully 600 of 
themnow. We 
make them con- 
tract for at least 
four months’ ad- 
vertising, and it 
would surprise you 
to see what some 
of them get for 
their money. For 








privacy, but once 
within the portals 
I met a genial gentleman who dis- 
claimed any diminution in his faith 
in magazine space, despite the fact 
that he is using none of it. 

“Iam trying a new scheme,’’ ex- 
plained Mr. Burns. ‘‘You see, I’ve 
read so much about newspapers: being 
the only real thing in advertising that 
I determined to give thematrial. I’m 
in 600 of them to-day. 

‘“‘ This is the way I workit. Three 


J. J. Burns. 


instance, here is 
the Creston, Ia., 
Daily Gazette, an evening paper in a 
town of 7,200. Here are our ads: 

—For a perfect complexion and a clear, 
healthy skin, use Cosmo. Buttermilk Soap. 
Sold by E. A. Aldrich. 

—A bath with Cosmo Buttermilk Soap ex- 
quisitely scented, is soothing and beneficial. 
Sold by E. A. Aldrich. 

—Cosmo Buttermilk toilet soap makes the 
skin soft, white and healthy. Sold by E. A. 
Aldrich. 

‘**The Gazette has 800 circulation, but 
our customer there is able to run these 
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nine lines in brevier in three separate 
items, among news, for four months, 
for $4. We supply the text. of the 
‘readers,’. and several of our people 
have been abie to run them for five or 
even six months for the sum we allow. 

‘*Does it pay? Well, if it didn't I 
should not now be getting out a du- 
plicate of the proposition to send to the 
second man on our lists of the dealers 
in the towns from which’ we have re- 
ceived no reply. In some places the 
dealers have already sold out their first 
$9 worthand have ordered again. Then 
the fact that one druggist is advertis- 
ing Cosmo has, in many places, caused 
others to advertise it at their own ex- 
pense, while in dozens of towns the 
ads are so enlivening the demand that 
druggists who were not handling Cosmo 
have put it in to meet competition. 

**No, I don’t think I’ll say whether 
or not that $5 pays for the original 
order. I will say, however, that when 
I started in this business I decided to 
spend eight per cent of my sales for 
advertising, but I’ve not required so 
great a proportion since we became es- 
tablished.”’ 

‘But you have been a large adver- 
tiser,” I interjected. 

‘“‘True enough,” responded Mr. 
Burns. ‘‘Only few advertising men 
know just how large users of space 
we’ve been. I’ve heard our annual 
expenditure estimated all the way from 
$50,000 to three times that sum. I once 
told a big advertiser that I had never 
spent more than $24,500 in any one 
year. He didn’t believe me, I’msure, 
but it’s a fact just the same. 

‘*T don’t believe that any one can 
spend the great sums I hear mentioned, 
$200,000 or $300,000 in judicious ad- 
vertising. Accent the ‘ judicious.’ 

‘*T have always employed a system 
in my magazine space buying, and I 
am sure that the results speak for the 
success of the plan. I divide all the 
magazines and periodicals which are 
suited to my use into three classes. In 
the first class I place WeClure’s, Mun- 
sey’s and the Cosmopolitan. In the sec- 
ond the Century, Harpers, Scribner's, 
and a few others. The third class con- 
tains several dozen magazines and peri- 
odicals of various kinds. 

‘‘It is my experience that most peo- 
ple who read these publications buy 
more than one each month. The per- 
son who reads Harper's is apt to have 
either the Century or Scribner's. The 
family reading Munsey’s or McClure’s 
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usually has one or more of the other 
ten-cent magazines, and so on, making 
a large duplication in their circulations. 

““To avoid this duplication I last 
year divided each class of publications 
into three parts, and advertised in all 
of those in one division each month, 
thereby going into each medium four 
times in the year. 

‘*T know that many good -advertis- 
ers contend that duplication is all 
right ; that otherwise every-day ads in 
daily newspapers would not have 
proven to be the best, and all that, but 
duplication is expensive, and to show 
how well my system works I’ll tell a 
little story. 

‘*One of my ads contained my pict- 
ure, most unusual for a soap ad, I 
know, but it proved effective, for I 
heard from it a great many times. I 
ran it under the system which I have 
just explained, and after it had been 
going awhile Charles Austin Bates, in 
his department in PRINTERS’ INK, ad- 
monished me to call it in, that it was 
getting tiresome. But it is a fact, nev- 
ertheless, that my photograph never 
received more than one insertion in any 
one magazine. 

‘*Yes, I’m firmly convinced that 
judicious advertising in magazines is 
the way to attract the attention of the 
better class of people. Tracing re- 
turns? When we started advertising 
we had no difficulty in determining 
that pretty nearly every medium paid 
us. Even Puck and Judge, which I 
had supposed appealed particularly to 
men, gave us good returns. We offered 
a sample bar of soap for ro cents, and 
keyed ouradsso that the reply indicated 
to which medium it was to be credited. 
In those days we received from 150 to 
as many as 500 replies aday. Now 
we seldom get one a day. Why? Be- 
cause our soap is on sale almost every- 
where, and there's little need to send 
direct to us. 

** We’ ve tried a great many forms of 
publicity, but now it’s mighty hard io 
get us into anything but legitimate 
publications. I gave street car adver- 
tising a trial once, but excuse me 
hereafter. For a yearI had a space 
in every car on every elevated road in 
New York and Brooklyn. It cost be- 
tween $7,000 and $8,o00, and when 
the contract expired we had less busi- 
ness in Greater Gotham than we had 
when it began. Explainit? Ican not. 

‘*We have no traveling salesmen and 
all our business is conducted either by 

















mail or through jobbers. What it is 
it has been made: by advertising, and 
upon advertising we rely to maintain 
it,” concluded Mr. Burns. 

H. B. Howarp. 


eed SSeS 
‘THE CONSCIENCE-STRAIN ON THE 
MEDICAL JOURNALS. 


Medical publishers have had their 
consciences severely tried during the 
past few months; in fact they have 
been torn asunder with conflicting 
emotions, The cause of all this agita- 
tion was the sending out, by a New York 
advertising agency, of some full page 
contracts for Ayer’s Cherry Pectoral. It 
seems that many of these contracts have 
been accepted, the publishers justify- 
ing their action by stating that the 
formula of this preparation would be 
furnished to any physician desiring it. 
The company was not willing, how- 
ever, to have it appear in the adver- 
tisement. I understand that the cause 
for this sudden and unexpected move 
on the part of the J. C. Ayer Company 
lies in the fact that certain States have 
legislated against all preparations con- 
taining opium in any form; thus the 
cherry pectoral was brought under the 
ban of the ‘‘skull and crossbones’”’ 
law of Ohio. In the hope of enlisting 
the support of the medical profession, 
a generous appropriation was made for 
advertising in the medical press. 

‘The rule laid down by the American 
Medical Association, to accept all ad- 
vertising in which the formula is fur- 
nished by the manufacturer, does not 
cover theground. The whole question, 
it seems to me, resolves itself into a 
matter of duty to your subscribers and 
respect for your advertising patrons. If 
I were advertising an ethical and non- 
secret preparation, strictly to the medi- 
cal profession, and had been a paying 
patron of the medical press for years, 
I would resent the introduction of such 
advertising as that being offered to the 
doctors to-day. This position seems 
to be one which is maintained by the 
editors of a number of the best medical 
magazines. The following extract from 
the Cleveland Medical Gazette states 
the situation frankly : 


The affrontery of the patent medicine man 
is something too colossal for our powers of 
description. As that apartment of his being 
which should be occupied by a sense of right 
and wrong is probably used as a laboratory 
and storehouse for tricks and devices, while 
instead of a conscience he has an extra sup- 
ply of greed, it must be that he has a special 
and spacious chamber for his “gall.’? Every 
physician knows the nostrums of the J. C. 
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Ayer Co., and how they have been advertised 
all over the country for many years. It will 
be remembered that this patent medicine firm 
once telegraphed to stop its advertising in a 
certain newspaper, the obvious object being 
to show the newspapers where their bread 
and butter came from. Now there comes to 
us an offer of advertising patronage from that 
same patent medicine firm. This, of course, 
we promptly but politely declined, as we 
have many another, whereupon the agent of 
the company expressed great surprise, saying 
that of a great many contracts offered to 
medical journals, very few had been refused. 
Now we are watching with considerable in- 
terest to see what medical journals will re- 
fuse to insert this advertisement, and we are 
waiting with equal concern to hear the ver- 
dict of the profession in this case. Legiti- 
mate and ethical medical journalism has 
never been any too liberally supported by the 
peeenes it would not be necessary for any 

igh-class journal to depend upon advertising 
patronage for its maintenance. But if the 
time ever comes that all medical journals are 
obliged to advertise this class of goods or dis- 
continue publication, we shall choose to dis- 
continue. The average medical reader is 
none too careful to choose the ethical jour- 
nal, and refuse to patronize the trade journal 
or the journal which admits improper adver- 
tisements. We wish every doctor would pay 
attention to this matter and take a positive 
stand. This is one of the points on which 
the profession is entirely too indifferent. 

We have been looking for some time for 
Ayer, and Mrs. Winslow, and Hood, etc., to 
take possession of the advertisement columns 
of some of our medical journals. Such ad- 
vertisements are now beginning to appear. In 
that it may prove the beginning of the end, 
the fact is worthy of congratulatory notice.— 
Philadelphia Medical Fournal. 

Referring to the degeneracy of the medical 
press, Dr. Shaw, of South McAlester, 
calls attention to an advertisement in the 
7ri-State Journal, which reads: 

“ Doctor,do you cure your goitre patients?”’ 

“T cure all of mine and receive from $25 to 
$50 from each of them,” etc., etc. Dr. Shaw 
comments upon this class of acvertising as 
follows: (/ournal of the American Medi- 
cal Association.) When respectable (?) medi- 
cal journals admit such people to their ad- 
vertising columns it is certainly time to cry 
halt. We wonder at the imbecility of the 
ee | when they eo quacks, but what 
shall we say of the members of the profession 
who are equally guilty, as proven by the in- 
closed testimonial ? 

Such journals are more than “ particeps 
criminis,’’ they are the instigators. Some 
means should be devised tocompel these peo- 
ple to either sail under their true colors or 
return to the ranks of professionalism. 

Speaking of the vast amount of nostrum 
advertising appearing in the pages of the 
medical press nowadays, Dr. S. Solis-Cohen, 
editcr of the Philadelphia Polyclinic, says: 

“* The blame for nostrum advertisements in 
medical journals can no longer be thrown 
upon publishers. The responsibility now 
rests squarely upon the profession, and it can 
have just the sort of journals that it wishes. 
If it wishes journals with nostrum advertise- 
ments it will have them, and publishers will 
be free of blame. If it wishes journals with- 
out nostrum advertisements it can have them, 
and its own skirts will be free of blame.”’— 
American Medical Fournalist. 

> 
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Money spent in advertising goods without 
merit is worse than wasted. 
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lengthens the life of leather— 
déts as a preservative as well as 
a polish/ Keeps a new shoe from 
looking old—makes an old shoe 
look new. The result of many years’ 
study of leather peculiarities. Prepared 
for russet, patent and all fancy leathers. 































women’ men’s. SOLD BY ALL DEALERS. 
~E by eye of VICI- KID—famous for its 
ility and softness wherever shoes are 


‘worn. 
ROBERT H. FOERDERER, Philadelphia, Pa. 








ON FREIGHT CARS. 

Now that everything stationary from cliff 
sides to chimneys is made to blazon forth the 
surpassing virtues of proprietary medicines, 
iihineamananens prepared soups, the gen- 
ius of advertising, ever seeking new fields, 
has made a step forward into the panoramic 
stage. The latest scheme involves a species 
of advertising which shall flit by the admir- 
ing beholder at a rate of twenty miles an 
hour or thereabouts. It is conceived by en- 










terprising persons in this city and is bodied 
forth in a company formed to place advertise- 
ments on freight cars described by the com- 
pany in poetic metaphor as ** wandering birds 
of commerce.’’ The proposed charge is $7.50 
a year per wandering bird. 








So far only 


































one line, a Western road, has been obtained, 
and with its 10,000 freight cars the company 
designs to go ahead. Circulars have been 
sent around to drug firms and other stores 
notifying them that the cars are ready and 
advising them that while catarrh and con- 
sumption cures are likely to fall on unpro- 
ductive soil in the regions through which 
these particular wandering birds habitually 
flit, whisky and soap will be found popular, 
and as for chewing gum and colic medicine, 
the sound of babies crying for them can be 
heard afar in the land. It will be a lesson in 
arts and an inspiration to the higher zsthet- 
ics for the weary tiller of the Western soil, 
leaning restfully upon his hoe, to watch the 
passing files of freight cars, whose sides 
aforetime bore no more instructive legend 


than the letters designating the line to which 
they belonged and the chalk marks of the 
freight superintendent, now sweetening the 
rural scene for a brief moment with vistas 
of grimy brakemen surmounting legends of 
Punkinseed Soap and continuously progress- 
ive hoboes kicking their heels upon the 
query, “‘ Why go homeless when we sell youa 
house and lot in Goshurst-by-the-Soor for 37 
cents in cash and $2 weekly for the rest of 
your life ?”—N. VY. Sun. 





—_ +o 
BOSH AND SLOSH. 

We said last month that because so many 
advertisers and agents made the mistake of 
measuring the value of all mediums with the 
quantity scale all mediums should not be 
compelled to quote their circulation—that is, 
until these advertisers and agents become 
sens‘ble enough to appreciate quality as well 
as quantity. When every quality medium 
can be assured of just treatment in compari- 
son with the quantity medium then every ad- 
vertiser will find it ready to make a frank 
statement of its circulation. The advertiser 
should distinguish between the various medi- 
ums which refuse to quote circulation. There 
are those which decline for the reasons stated 
above. Many of them can prove results, and 
results are more important than mere num- 
bers. Thenthere are the mediums which can 
neither offernumbers nor results. These are 
the mediums that are selling gold bricks to 
advertisers. These should be compelled to 
quote circulation and should be exposed. We 
make this distinction between these two 
classes. If the medium can prove profitable 
results then it must have circulation. If it 
can not prove either results or circulation it 
does not deserve patronage.—Advertising 
Experience for May. 


+> ——_ 
HER FEMININE FAILING. 
Female Adwriter—I trust this ad is brief 
enough. 
Her Employer—The ad is, but the post- 
script is too long. 
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ADVERTISERS WISHING TO USE 
THE CLASSIFIED COLUMNS OF THE 
LEADING DaILy NEWSPAPERS, 
SHOULD SEND FOR OUR LEAFLET 
“CLASSIFIED ADVERTISING,” 
MAILED UPON APPLICATION. THE 
Gro. P. ROWELL ADVERTISING Co., 
10 Spruce St., New York. 
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POLISHOLOGY 


’ 


plague of fine leather is thirst. 

The finner it is the drier it is— 
and the drier it is the more it needs fbre- 
food polish. 

Wear is friction—friction means hent—end 
heat ¢ of leather lile—/umesds 

Cheap leathers, honestly made, are filled with 
fatty oils. 

Cheap leathers, made to counterfeit fine grades, 
are coated with fbre parch shoe varnish. 

Varnish of any kind mexst 
contain turpentine, benzine, spi- 
rits, ammonia or other quick dry- 
ing cvaporatives. 

Any shoe dressing, which 
shincs without brushing or rag- 
ging, is a varnish. 

Any varnishy or waxy res. 
sing must burn leather, seal up 
its pores and crack it. 

A rubber or patent leather 
shoe hurts the foot solely because is it airtight, and 
does uot allow the skin to throw off its poisons 
through the sealed up porcs of the leather. 

A foot which lives in an air tight sweat-box, 
keeps constantly damp and clammy, resulting in 
mysterious colds, chills, rheumatics and corns. 

Any waxy or varnishy dressing practitally 
converts leather into rubber and the perspiration; 
which cannot escape ¢hrough the shoe, becomes 
absorbed into it. 

More shoes are burnt up by this 
foot-acid from the inside than are worn 
out from the outside. 

An inflamed joint will parch a spot 
in the very best leather, unless the 
moisture be restored by true fibre-food. 
polish. 

A painy or perspiring foot is made twice as 
tender, and twice as hard on the shot, by the use of 
waxy or varnishy (air-proof; dressings. 

No polish msed over such éoatings can pewr- 
trate \eather—and no polish cin /reserve Jeuher 
unless it penetrates it, morsfens aud kceps pliant 
its fibres. 

One dose of moisturé, even if scaled in the 
leather, is soon dried out by the heat of the foot and 
the friction or wear. 

A good shoe polish should wot coat leather— 
catch dust—nor dull easily, as wax or varnish must 
do, when the foot or the sun warms it. 





he should not be ozly to rub off and :tais, nor 
to darken or tinge colored shoes materially 

It should be thin enough to cleanse freely, 
penetrative enough to absorb rapidly, and suffi- 
ciently Rigby-like to repe/ water. 

It should sent info the leather instead 
of evaporating off its surface 

Slater'Shoe Polish is made to protect 
“ Slater Shoes” by people who dnow what 
leather needs, and who dare not advise poor 
polish on the shoes they guarantee through 
their name and price being stamped on the-soles. 

Tt contains wax nor varnish, (Stick a 
pin here.) 

Tt is a thin fine fbre-food ott, similar in nature 
to the yolk of eggs, which quickly absorbs into 
leather, leaving a film of burnishing powder. This 
film, when rubbed a very little, with brush or cloth, 
acts as emery does upon brass. 

It durnishes the actual leather, 
leaving it brilliant, Ard, smooth and 
dry, so that dust cannot stick to it, nor 
contac dull it. The shine thus dasts 
a week, if merely fiecked daily with 
a cloth. 

It does not leave a tinny glisten 
like varnish, nor a “tacky” feeling like wax, but 
gives an appearance of fineness and newness to the 
shoe, as well as sofiness to the feel. ~ 

A tight shoe feels easier after an application, 
and on¢e shined it won't soil the whslest garment. 

¢ “ Rassett” Slater Shoe Polish, for all tan or 
voloréd shoes (no dye in it.) 

“Tilack Wax Calf” Slater Shoe 
Polish, for black Kid, “ Box Calf,” 

“Cordovan,” “Dongola,” and all 
dry finished black leathers, used in 
all ladies’ shocs, in children's and 
ynen’s shoes. 4 

“Black Wax Calf” Slater Shoe 

ish, for all lcathers of an oily 
figish used only in men’s shots. 

Makes harness, satchels, va- 
lises and leather chairs or lounges look like new. 

Put up in'small bottles (which do twice as much 
work, and /as# twice as long, as large ones of ordinary 
dressings,) with a coupon in every package “ Good 
for 5 cents on “Slater Shoes,” at any Authorized 
Agency.” 

Price everywhere, 25¢.,—by mail, 30c.,—and it 
is worth it, 





Over fifty druggists and grocers in Montreal 
now keep it for sale, 


“Slater Shoe Polish.” 


For sale at Slater Shoe Stores, Druggists and Grocers: Look for the coupon, In every bottle, 
good for & cents on the price of a pair of Slater Shoes, at any authorized agency- 





Tus "advertisement, clipped from the Montreal (Que.) Star of April 30th, illustrates 
how even shoe blacking may be interestingly treated in an advertisement. 





IN LOWELL. 

The critical and cultured citizens of Lowell, 
Mass., have been shocked of late by various 
forms of freak advertising on the streets. 
Sandwich men have strutted about on stilts 
and mostunearthly designs on boards and ban- 
ners have advertised fire salesand “ slaugh- 
ter in pants’’ and other oppertunities for 
bargains. The fortitude of cultured Lowell 
quite broke down at the sight of a woman 


: through the 


carriage 
Her gown was covered with adver- 
tising placards, and a pair of enormous boots 


trundling a baby 
streets. 


stuck from the end of the carriage. Itissaid 
that some of the dead-wall advertisements 
rouzd Lowell are more remarkable for origin- 
ality than for taste. —National Advertiser. 
ome lillian 
Tue public has a good deal to remember. 
See to it that they do not forget your story. 
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Friendly Votces / 


BERLIN, April 19. 
It is a pleasing fact to all lovers of wholesome journalism 
that THE NEw YorK TIMEs is during this crisis recognized to 
be that which it was during the civil war, the most respectable 
and ‘the fairest great newspaper of our country, a fact of which 
I have been assured by nearly every prominent American whom 
I have met since leaving home. Significant of this truth are the 
letters addressed to THE TIMEs by such men as Admiral Sicard 

and Minister Phelps. EDWARD BRECH. 


From Tue Hartrorp Courant, May 3. 

We congratulate the esteemed NEw YorK TIMEs. Gen. 
Wheeler of Alabama has said, in a speech in the House of Repre- 
sentatives, that it is ‘‘ probably the most ably edited paper in the 
United States,” and also ‘‘the organ of the highest order of the 
conservative people of the country.” We caution the esteemed 
NEw YORK ‘I IMEs against the sin of pride. 


I regard the Literary Supplement of THE NEw York 
TimEs the ablest and most useful review of books and art to 
be found in any publication, and well worth the subscription 
price of THE TIMEs to lovers of books. 1 fully concur with you 
when you say that no one can well afford to do without it who 
would ‘‘keep promptly informed concerning current literature.’’ 
The effort of THE New York TIMES CoMPANY to make THE 
TIMES a type of what a newspaper should be, is deserving and will 
receive the appreciation of the best citizens. I have, from the first, 
commended it to my literary friends everywhere. As a citizen I 
could not do without it. DaviID ALLYN GoRDON. 

BROOKLYN, April 21, 1898. 


OFFICE OF PRINCIPAL OF ULSTER ACADEMY, 
RONDOUT, CITY OF KINGSTON, N. Y. 

April 27, 1898. 
A few days ago THE NEW YoRK TIMEs was selected from 
all the reputable New York papers as a suitable source from 
which to take the spelling lessons for the‘academic department of 

this school. Joun E. SHULL, 
Principal. 


Ohe Yew York Oimes 


All the News That’s Fit to Print.’’ 
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When the Advertising Forms of the Leading 
Magazines and Weeklies Close. 
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—National Advertiser. 





ORIGIN OF “PRI NTER’S DEVIL.” 

Aldus Manutius is credited with having 
first made use of the expression “‘ Printer’s 
Devil.’? He had in his employment a small 
negro boy, a ong | in those days in Eu- 
rope, who became known as the “ Little 
Black Devil.” Printing was thén a great 
deal of a mystery to.the general public. A 
superstition had spread that Aldus was in- 
voking the aid of the Black Art and that the 
negro boy was the embodiment of Satan. To 
correct this opinion, which gave him much 


annoyance, Aldus publ: cly exhibited ithe black 
boy and declared: ** Be it known to Venice 
that I, Aldus Manutius, printer to the Holy 
Church and to the Doge, sa this day made 
public exposure of the Printer’s Devil. All 
those who think he is not flesh and blood 
may come and pinch him.’’—/ourth Estate. 


—_-_+o>—_—_. 
Don’t think because you have made many 
all these years by pursuing your present po 
icy that you can run successfully in the same 
old rut eternally.—Ad Sense. 
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How to 


t the full value of advertising b; 
make merchan Sa 


dising more profitable by a 


By Chas. 


Subscri 


FOCOOOCO+ OOSEES FH OOOe 


STORE MANAGEMENT. 


ibers are invited to ask questions, submit plans for criticism, or to give their views 
upon any subject discussed in this department. 


rightly conducting the business, and how to 
icious system of advertising. 


F. Fones. 


F. Jones, care PRINTERS’ INK. 
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Address Chas. 








MontTREAL, Can., March 17, 1898. 
Chas. F. Fones, New York: 

Dear Sir—Is it profitable to cut prices? I 
believe you merchants in the United States 
do it much more frequently than we do here. 
I have a store carrying clothing, hats, shoes 
and furnishings. All my lines. of business 
are doing well except the furnishings. Why 
this department should fall behind I do not 
know. What would you aivise me to do? 
I note that you state that you are willing to 
answer questions without telling who asked 
them, as Iam not asking this information 
for the sake of a puff, but purely to gain some 
information from you if I can. Please leave 
my name out, and oblige respectfully yours, 


Cutting prices is sometimes a very 
wise thing for a retail store todo. Care 
should be taken, however, not to make 
any mistake along this line, as serious 
mistakes can sometimes be made. As 
far as possible, avoid cutting prices on 
anything that might lead you into a 
fight with a competitor. I don’t think 


it pays for two stores to get into a 
price-cutting war, as both of them are 
liable to lose a great deal of money 
without getting very much value from it. 

It pays to bring alot of people to 


your store. Sometimes they come for 
one thing and will buy a great many 
other things. It is a good thing to get 
them into the habit of coming to your 
store, for eventually they will do a 
large part of their trading there. The 
best way that I know of to get people 
to a store is to offer them something at 
a lower price than they can buy else- 
where. It does not necessarily have to 
be sold at a loss, but it should always 
be an article of merit, an article of 
popularity and an article on which you 
know you have a lower price than the 
one at which it is usually sold. Some- 
times you can make a purchase at a 
special price that will enable you 
to sell at a special price. Some- 
times you can’t find the manufacturer 
or the wholesaler who is willing to 
make a sacrifice for your benefit 
and you have to make the sacrifice 
yourself. It often pays to do this. 
Now our correspondent states that his 
furnishing goods department is a little 
weak. I should tone it up by getting 
more people interested in my furnish- 


ing goods. Perhaps he has neglected 
his furnishing goods heretofore, and 
the people who come in to buy cloth- 
ing, hats, etc., are not well enough 
acquainted with the merits of the fur- 
nishing goods stock? Perhaps the 
furnishing goods are not located rightly 
in the store? Perhaps he does not take 
the same interest in his furnishing 
goods stock that he does in his other 
lines? There are a number of reasons 
why this stock might be behind. Now, 
without knowing anything further than 
what is told me in this letter, and see- 
ing that the merchant’s mind runs in 
the line of the advisability of cutting 
prices, I would advise to try to build 
up the furnishing goods trade by mak- 
ing specials in that line. I would find 
some good article in each line ” 
would advertise it pretty thoroughly a 
an under competition price, and thes 
get a number of new people acquainted 
with the furnishing goods. One week 
I would take a line of neckties and sell 
them below their regular value, and I 
believe that would bring quite a num- 
ber of new people to the store. Quite 
a number of these people would not 
only buy neckties, but at some time or 
other would come again and buy other 
goo.s, The next week I would take 
half-hose, the next week a shirt and 
each week something different. I 
would take particular pains that these 
specials were prominently stated in my 
advertisements, as the benefit of them 
would largely depend upon the num- 
ber of new people they brought to the 
store and the favorable impression that 
it created upon those who came as well 
as upon those who read the advertise- 
ments and did not come. 
* % 
¥ 
Battimore, Md., March 9, 1898. 
Charles I’. FJones, New York: 

Dear Str—I would like to ask a little ad- 
vice, and would also ask in giving the advice 
that’ you do not mention my name, as I am 
compelled to make an admission which I 
would prefer no one but yourself toknow. I 
have been in business for thirty years, but 
I am not a very old man myself, as I began 
business when quite young. Some people 
who are interested in me say that my score 
and myself are behind the times. Until re- 

















cently I have thought that this was not true, 
but as my business seems to be falling be- 
hind, perhaps there is something in it after 
all. Now, if you thought you were behind 
the times in business what would you do to 
get out? You will make me your lifelong 
friend if youcan help me. Yours truly, 


Perhaps our friend’s criticisers are 
right, and perhaps they are not. It is 
generally the case, however, that an 
outside person is a better judge of a 
man’s ability than he is himself, pro- 
vided these judges are business men 
who understand business principles. 
Now the thing this party needs most 
is to use some good hard common 
sense and spend a little money travel- 
ing. By a little traveling he can get 
all the information on the subject that 
he may wish. I believe that any man 
that sticks to one business continu- 
ally for thirty years without trying to 
keep posted on what other people are 
doing is pretty apt to get in a rut and 
be behind the times. It is only by 
constantly rubbing up against other 
people and other people’s methods that 
the best business men of tc-day keep 
their own methods in accord with the 
times. A storekeeper sometimes feels 
a delicacy in examining into the busi- 
ness affairs of his competitors in his 
own city, and therefore is not as apt to 
get thoroughly acquainted with other 
people’s methods as if he went tosome 
other city. If our friend will take a 
trip tosome of the larger cities of the 
United States and spend a few days in 
each and look into the stores and busi- 
ness methods of bright men in the same 
line as himself, I think he would find 
out what are the methods of the pro- 
gressive. Take a trip to New York, 
Philadelphia, Boston or Chicago, and if 
you have got the time and money, to 
one or two other cities. You will find 
that the people in the same line of busi- 
ness as yourself will be only too glad to 
exchange ideas with you and give you 
any information that you would like to 
have. Compare all the methods of 
these different business men with each 
other and with your own methods. I 
think if you will use good hard com- 
mon sense you will find the thing 
that the other fellow does that you 
don’t do, and from this information 
you can draw conclusions as to why he 
is successful and you are not. 

* 

The man who studies the advertising 
question in a cold-blooded, pure busi- 
ness way, is the only man who is ca- 
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pable of judging the value of different 
mediums. The man who does not 
make a study of mediums is usually 
prejudiced for or against certain publi- 
cations, without there being any just 
reason for this prejudice. 

In my experience with business men 
generally who advertise in a careless 
way, I find that nine-tenths of them 
think that the paper which they per- 
sonally read is the publication for them 
to advertise in. It is only natural for 
every man to think that his tastes and 
his desires are fit standards for the ma- 
jority of people to go by, and the 
liberal-minded man will naturally admit 
that the majority of people are going 
by the right standards. This being 
the case, the majority of careless ad- 
vertisers who read one local publication 
think that that particular local publica- 
tion is the only real good advertising 
medium that exists. This is particu- 
larly true of the buyers in department 
stores. Although they of all people 
ought to be in the best position to 
judge of the actual results obtained 
from any particular medium, they are 
usually the most prejudiced of anybody. 
For example, in New York City, in the 
department stores, the buyers who read 
the Sun think there is no other adver- 
tising medium worth using except the 
Sun. ‘The buyers who read the //erald 
think the same thing of the //eradd. 


. The buyers who read the Wor/d think 


the same thing about the World. 
This is one reason why certain me- 
diums, not only in New York but in 
other cities, are not used for the amount 
of advertising good that they do, be- 
cause the people who govern or advise 
for the placing of the advertisements 
are prejudiced in favor of certain pub- 
lications, simply because they read 
them themselves. The man who has 
the responsibility of placing advertising 
must watch all points carefully. Be- 
cause he reads a publication and enjoys 
it is no reason why he should advertise 
in it or believe it a good advertising 
medium. He must look at the whole 
field particulariy from an unprejudiced 
standpoint, or he will miss a great 
many of the best business-producing 
opportunities. 
** 
% 
Cincinnati, Ohio, March 15, 1898. 

Charles F. ones, New York : 

Dear Sitr—I am very much interested in 
your department of ** Store Management,” as 
have a ae et it considerable informa- 
tion. My business is just buddin out intoa 
size where I can’t do all the buying myself 
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and must now employ persons to buy for the 
different lines of goods which I am carrying. 
I would like for you to tell me how the heads 
of large department stores control the buyers 
$0 as to prevent over-buying, etc. Please do 
not mention my name. Yours truly, 

The head of the departinent store in 
the first place employs buyers in whom 
he has confidence and people who he 
believes understand the business which 
is to be intrusted to their care. Each 
department is limited to a certain 
amount of stock it ought to carry, and 
each buyer is expected to only buy 
within the limit thus allotted to him. 
The head of the house knows better 
than the buyer just how much money 
he can afford for any department to use 
as capital, and in making his limit for 
the stock that each department is to 
carry, it is always better to have a 
lower stock rather tham-to have too 
large a stock. Itis much easier to buy 
gocds afterwards than it is to get rid of 
some goods after they have been 
bought. To insure that the buyers do 
not go beyond the limit that is allotted 
them, every order that the buyer places 
for future delivery should be O K’d by 
the head of the house, or by some one 


in authority, to keep the record of each 


purchase. The office should furnish 
the buyer regularly each week a de- 
tailed statement showing the amount of 
stock on hand at the beginning of the 
week, the amount of goods received 
during the week, the amount of goods 
sold during the week and the amount 
of goods remaining on hand at the end 
of the week. ‘This statement is neces- 
sary for the buyer and the head of the 
department to have in order to proper- 
ly gauge the purchasing. Buyers who 
have proven their ability and conserva- 
tiveness are quite frequently intrusted 
with more responsibilities than buyers 
in whose judgment or experience you 
haven’t so much confidence. It should 
be a rule, however, throughout the en- 
tire store that no orders are to be 
placed without the signature of the 
firm, or as I have said, some one au- 
thorized by the firm to sign orders 
issued tothe buyers of the department. 
In large cities such as New York and 
Chicago, where the buyers are in the 
market and make purchases from day 
to day of the things immediately neces- 
sary for their stock, it is not expected 
that each of these small orders shall be 
OK'd. The head of the house gen- 
erally allows them a certain amount of 
money which they can spend for goods 
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for immediate delivery. Stores out- 
side of the market, where all the goods 
are purchased from samples shown by 
salesmen, or by visiting the market, 
have no need of this allotment for im- 
mediate deliveryand will find it better 
to have all'orders OK'd. . This is 
probably the only way in the world that 
the buying can be closely watched by 
the house. 
* 
Burra.o, N. Y., March 19, 1898. 

Charles F. Jones, New York: 

Dear Sir—I am expecting to become the 
passenger agent for a line of steamboats 
making regular trips on the lake during the 
summer. I want to get out a booklet adver- 
tising this line. I would like to know what 
you would advise to put in the booklet. 

Very truly, Joun RicHARDSON, 

I would put.in the booklet everything 
that I thought would be interesting to 
the persons whose patronage I was 
soliciting. As the boats run only dur- 
ing the summer, I should judge that a 
large part of the business would be se- 
cured from persons taking pleasure 
trips. Persons on a pleasure trip are 
most interested in three things: ac- 
commodations that they are going to 
have on the boat, the pleasure in sight- 
seeing and the cost. The best way in 
the world to show the accommodations 
and sight-seeing is by pictures as well 
as by descriptions. ‘The only way to 
tell the cost is to give the figures. If 
I had such a line and wanted to get up 
a booklet, 1 would first have a practical 
photographer go through the boat and 
along the line of travel. I would have 
him take pictures of many things that 
I thought my passengers would like to 
see. I would show these pictures in 
my Look in regular order and tell the 
points of interest in narrative style, so 
that the readers could as near as possi- 
ble enjoy the trip by proxy in advance 
of actually taking it themselves. 

* % 
*% 

The Merchants’ Association of New 
York is sending out some circulars 
which give very good advice to busi- 
ness men. In one of their recent 
folders I find a few suggestions like 
these : 

It is not—selling what your competitors 
sell that makes profit. It is—selling what 
they don't sell. 

It is not—showing the same goods as your 
competitors that makes new customers, It 
is—showing what they do not show. 

It is not—underselling your competitors on 
the same goods that makes money. It is— 
overselling them on more attractive goods. 
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The 
Minneapolis 
Times 


offers the lowest adver- 
tising rates per thousand circulation of 
any of the Minneapolis newspapers. 

Its Sunday issue has more than 
double the circulation of any other Sun- 
day paper published in Minnesota and 
its paid week-day circulation is fully 
double that of any other morning daily 
..of its State. 

It is the only one of the Minneapolis 
dailies whose circulation is certified to 
and guaranteed by the Advertisers 
Guarantee Company of Chicago. 

These facts are well worth the con- 


sideration of general advertisers. 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 


31-32 Tribune Bidg., New York. 905 Boyce Bidg., Chicago. 
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FROM THE CANADIAN DOMINION. 
Toronto, April 29, 1898. 
Editor of Printers’ Ink: 

I know how carefully and prayerfully you 
seek and find good things to say about your 
scholars—the newspapers. A few weeks ago 
I forwarded you a sworn statement of the 
Evening Telegram’s average daily circula- 
tion for 1897, viz., 22,467. In this week’s 
issue, under “* What Some Publishers As- 
sert,’’ you accord us our last year’s average, 
21,818. Of course we are tharkful for any 
kind of mention in a paper like PrinTERs’ 
Ink, and I know you like to tell the truest 
story you can about us. Since its birth, 
twenty-two years ago, the /elegram has 
kept a record of its daily circulation. It has 
a greater number of want ads than any paper 
<n America in any city twice the size of To- 
ronto. Mr. Robertson is building a new 
office, to cost $50,000, because the present 
office is not half as big as it should be. Our 
advertisers actually quarrel for space in our 
Saturday issues. we have to limit their dis- 
play advertisements to 200 lines on Satur- 
days. We have had to do so for the past 
three years. The advertising solicitors have 
to spend wes of two days each week apolo- 
gizing to advertisers for our inability to give 
them the space they want. When we get in 
our new alee next winter, and Mr. Robert- 
son buys a new and faster pair of printing 
presses, we shall have such a circulation that 
we can quote Chicago Record rates on Ripans 
Tabules advertising. In the meantime we do 
not desire any foreign advertising unless the 
advertiser is content to take the run of the 
paper and drop out on Saturdays. Our local 
men want all there is to be had. 

I do not expect you will print all this, Mr. 
Editor. But I do wish to impress you with 
the fact that the 7e/egram is a wonderful 
little paper. And I have read of a good 
many newspaper ‘‘ wonders,” for I have read 
every copy of Printers’ INK that has been 
published since 1389. 1 seldom miss a page 
or a paragraph init. I read Printers’ INK 
when I was a compositor. I enjoyed the 
reading when I was a reporter. liked it 
better when [ tried to be an editor. Now 
that I am an advertising man,I gather so 
much cream from its columns that I shall 
never be weaned from Printers’ Ink. Very 
sincerely yours, Aur. W. Woop, 

he Telegram Advertising Agent. 

P.S. The 7elegram’s daily average for 
March, “* befo’ the wa’,” was 24,693. Of 
course, like all other papers, it will be away 
up this month a and as 5 long as the war lasts. 


TO REAP W /HERE. HE HAS NOT SOWN. 
ORILLIA, Ontario, May 7, 1898. 
Editor of Printers’ Ink: 

Would it be illegal for me to use the name 
Wanamaker in doing business in the 
United States, where I expect it would be an 
advantage to my business, and advertisé my 
business as the Wanamaker Manufacturing 
Co.? My own name not being Wanamaker, 
or any person in connection by that name, I 
judge from your report of the Castoria issue 
in April publication that nothing prevents 
me from so doing. This is to decide a dis- 
cussion. My friend claims I could not use 
names, as Douglass Mfg. Co.; Pyle Mfg. Co. 
or Astor Mfg. é " 

Kindly publish answer in next issue, and 
greatly calles, yours respectfully, 

PeTER JAMES. 

Let the public know about your business in 
such a way that they will want to know more. 
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AT THE HUB, 
Boston, May 10, 1898. 
Editor of Printers’ Ink: 

The Boston Rubber Shoe Co. have adopted 
this as a catch-phrase for their rubbers : 
‘Whenever it rains they reign supreme.’ 
One of the numerous shoe factories that 4 ‘ 
vertise to sell direct from the tannery to the 
wearer uses a cut of acalf with this motto un- 
der it: “ From me to you.” A man who is 
somewhat conversant with the big business in 
medicines done at Lowell, Mass., tells me that 
C, I, Hood & Co. receive enough orders for 
the cook books, flower seeds, puzzles and 
games, they so largely distribute to pay for 
the expense of printing and distributing them. 
A grocer on Shawmut avenue has trained a big 
gray goose to walk up and down in front of 1.is 
store. He hada lettered blanket on and a 
small block was fastened to his back, and 
from it floated a silk American flag. A 
butcher has hanging out in front of his mar- 
ket some untanned hides and the placard 
reads: ‘“‘ These are supposed to be Spanish 
bulls, we’ve taken their hides and Sampson 
is going to tan’em.’’ One of ourrestaurants 
that for awhile dressed its pretty waiters in 
bloomers now dresses them in red, white and 
blue, to represent, as near as possible, the 
Goddess of Liberty. The idea catches the 
crowd. A stationerhas emptiedthree barrels 
of twine in a window, one of red, one of 
white and one of blue; over it alla card says: 
** We’ve got the Spanish on the String.’”’ In 
his other window he has rigged up a lot of 
bottles of ink in the form of a cannon, small 
bottles representing a carriage and a large 
black one the gun. It suggested to me ink 
slinging, but I imagine there will be more ink 
spilled in this war than gore anyway. 

Fax. 
“IN “MEMPHIS. 
Mempuis, Tenn., May 1, 1898. 
Editor of PRinTERS’ Ink: 
I inclose laundry ad from to-day’s Com- 








Wanted 
Clean Men. 


Clean men are ata premium 


everywhere. * How often do 
"you see the man whois ¢are- 
ful about his dress complain- 
ing of hard times,+. People 
take to the tidy men, Have 
your clothes - pressed’ and 
kept in order by HANSLER 
Hansler’s way. Call_and 
‘see me, 32 Madison, / 





mercial Appeal, which strikes 1 me as being 
rather curious. jJ..M. 


—_+o>—__—_—- 
TWO SIDES. 
“Yes, sir, Shallup is not only a newspaper 
man, but a gentleman.”’ 
“He must lead a double life,”’— 


Life. 
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‘*Every Reader is a Buyer.’’ 


Short Story 


OF 


Two Great Gains 


The net paid circulation of THe MAIL AND ExPREss 


for the four months ended February, 1898, as com- 


pared with the four preceding months, 4 8 oO 
shows a daily average increase of over hb 


The number of agate lines of paid advertising printed 
in THE MAIL AND ExpREss during January, Feb- 
ruary and March, 1898, was 694,134, a gain of 
121,926 lines over the corresponding oO 

three months of 1897, or about ... 22 t. 
increase. The next paper on the list printed 250 columns 
less than THE MAIL AND ExprEss and lost 14,363 lines 


. The .. 
Mail and Express 


Is entitled to more advertising because its circulation 
is growing more than twice as fast as its advertising 
patronage, which is now already greater than any other 


evening paper in New York. 


‘‘The Leading Evening Paper of New York.’’ 
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BEWARE! 
THERE IS DANGER IN LOW ADVERTISING RATES. 


Nacocpocues, Texas, May 1, 1898. 
Editor of PRinTERS’ INK: 

I have watched with some interest your 
campaign for low rates, or rather that of the 
Ripans people, who have command of un- 
limited space in Printers’ Jnx. The idea pre- 
sents itself to me that while low rates—-nomi- 
nal rates, I should say—may result in a sav- 
ing for the big advertiser to-day, the increas- 
ed number of advertisers who will spring up 
in the future, on account of these low rates, 
will cause a decidedly unhealthy competi- 
tion, which will lessen his sales and there- 
fore reduce his profits. Thesmaller the num- 
ber of men pushing the sale of pills the more 
pills each will sell. If newspaper rates are 
maintained at, say, something like 1-5 of a 
cent per line per 1,000, only the few large 
concerns will be able to use them extensive- 
ly. At least, the business in every line will 
be confined to those of respectable capital. 
At the “‘ Ripans rate”’ any $7-a-week store 
clerk can branch out as a proprietary medi- 
cine manufacturer, and to some extent crip- 

le the business of concerns that have done a 
egitimate business for years. To sce the 
evils of a nominal rate, just suppose for a 
moment that advertising space were abso- 
lutely free. The hundred or so manufactur- 
ers of sarsaparilla ; the two or three hundred 
manufacturers of pills; the thousands of 
remedies competing for public favor, which 
will cure this thing or that, would all stand 
an equal show. ears of advertising and 
millions of capital would not give the maker 
of any one remedy or article superiority. 

The idea given is an old one, but was Called 
to mind by the action of two or three leading 
dray drivers'in a little Texas town, who pe- 
titioned the city council to increase the license 
on men following their vocation from $5 to 
$x5 per year. The tax was increased and 
their business was narrowed down to these 
three, where previously a dozen were engaged 
in the business. Respectfully 

A. F. Hennine. 


pS ee 
IN LINCOLN, NEB. 
Lincotn, Neb., May 3, 1898. 
Editor of Printers’ Ink: 
In the window of Trickey, the jeweler, 
are two mammoth wooden ships, which bear 


the names of well-known vessels of the 
American and Spanish fleets. These catch 
and hold the gaze of hundreds of passers 
daily. The large show window of Mayer 
Bros. clothing store is filled with a score of 
wooden ships afloat on an ocean of blue 
bunting. In the distance a mammoth Fort 
Morro Icoms gloomy and forbidding. In 
one corner is an old field-piece, and a placard 
announces that a heavy artillery recruiting 
station is inside the store. This window is 
illuminated by red electric lights, and the 
, effect of an evening is very Beautiful. In 
the window of their shoe store Mayer Bros. 
have another attractive display. A life size 
Weyler stands upon. a scaffold and Uncle 
Sam holds the rope which is about his neck. 
Uncle Sam holds a placard which reads: 
“T’ell with you.” 

The B. & M. ticket office has upon one of 
its windows a translucent ocean liner, por- 
tions of which are covered with blue, yellow 
and green paper to represent the various 
lights of the vessel. When this transparency 
is illuminated the result is striking, as the 
ship appears to be under full speed, with all 
lights aglow. Guy W. Green. 
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IS ONE THING—WOULD BE ANOTHER. 
Office of 
QuaKER VALLEY Mre. Co. 
353 and 355 West Harrison St. 
Cuicaco, May 6, 1898. 
Editor of Printers’ Ink: 

Your manner of crediting a page of items 
from /he Country Editor, which appeared 
in your issue of the 4th inst., is misleading. 
The credit being after the last item instead of 
at the top of the page, there is nothing to in- 
dicate that all the other items, each complete 
in itself, are not original. 

lf this mistake should not be corrected it 
might be inferred that you’ve established a 
protectorate over the country publishers, a 
relation that would perhaps be irksome to 
you and odious to them. 

We’re interested because one of the chunks 
of fatherly advice, with which the page was 
loaded, is to ** decline the offer of the Quaker 
Valley Co. of Chicago.”” This coming from 
a regularly ordained guardian of the local 
newspaper boys is one thing; emanating 
from Printers’ Ink it would be emphatically 
another thing. 

The offer, ee the way, is a fair one for any 
publisher wanting a desk. We paid the post- 
age on the eircular embodying the offer, and 
every publisher not wishing to accept it might 
dispose of it with no loss of money and small 
loss of energy by a gentle swing of his good 
right arm in the direction of his waste basket. 
Sincerely yours, 

Quaker VALLEY Mre. Co. 


——__ +>. 
AMONG “ CHILDREN OF THE GHETTO.” 
Office of 
““Tue Jewish Dairy News.” | 
Every evening. Eight pages. Onecent. } 
All the news—Secular and Jewish. | 
Circulation never less than 16,000. 
New Yorx, May 5, 1898. 
Editor of Printers’ Ink: 

Will you kindly mention the fact that the 
Jewish Daily News will next Sunday install 
a Hoe web press? Capacity 24,000 an hour. 
The waris making itself felt here. The of- 
fice is besieged by hundreds of newsboys 
long before weare prepared to issue. The 
spectacle is a pocket edition of Newspaper 
Row, none of the features, even to the vend- 
ers of sausages, hot waffles and ice cream, 
lacking. The circulation fluctuates between 
28,000 and 30,000 per day. Scarce heads and 
cuts pay. Thanking you for past favors, 

SARASOHN & Son. 


THE GROSSEST INSTANCE. 
Cuinton, N. Y., May 4, 1898. 
Editor of PRinTERS’ INK: 

Your public and sneering answer on page 
44 of your May 4 issue to my courteous in- 
quiry regarding the publications in this coun- 
try devoted tothe interests of traveling men 
is the grossest instance of impudence that 
has ever come within the range of my per- 
sonal experience. 

I don’t know what a publication like yours 
is thinking about to answer a courteous in- 
quiry in this manner. A deadhead, forsooth ! 
with a copy of the American Newspaper Di- 
rectory in my possession, and an almost un- 
broken file of Somweune’ Ink for years ! This 
business makes me mad, and you owe me an 
apology. Rosert Bruce. 


nienipeallieammames 
BRIGHT COLORS. 

The advertiser who makes a judicious use 
of bright colors can not go very wrong, so 
long as his colors are used in the proper com- 
binations of harmony and contrasts.— Bates. 





PRINTERS’ INK. 


S0@33@s8@ 


- 


88@ 


Flat Rates in the 
Practical Stage. 


In January of this year the Des Moines Daily 
News announced a three months’ trial of the Absolute 
Flat Rate. It issued an experimental rate card, to 
take effect Feb. 1, 1898, and to hold good at least 
three months. It agreed to accept contracts for large 
or small display space, long or short time, at the uni- 
form rate of 3 cents per agate line; position along- 
side reading matter, 5 percent additional; top of 
column, 10 per cent additional; full position, 15 per 
cent additional; agent’s commission, 15 per cent. 

The Daily News, while not claiming to have 
solved the problem, takes pleasure in saying that the 
flat rate is no longer an experiment in the Daily 
News office. The advertising agencies are pleased ; 
the advertisers unanimously approve the policy; 
orders for space have simply poured into the Daily 
News counting-room and the paper was never so 
prosperous as now. When the new rate card is 
adopted, it will embody the flat rate principle, the 
rate probably being placed at 4 cents per agate 
line flat. 

It must not be supposed, however, that the flat 
rate is wholly the cause or occasion of the large de- 
mand for Daily News space. A daily newspaper 
with a guaranteed circulation of over 20,000 in a 
prosperous State like lowa is an unusually attractive 
proposition at 3 or 4 cents per agate line. 


The Daily News is at present unable to accord 
positions to any more advertising ; but, being a 
4-page paper, with 8-page issues on Fridays and 
Saturdays only, any position in its columns is 
good position. 


THE NEW: ioe 
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Mr. C. A. Scott, of Scott & Carter, 
San Diego, Cal., is recognized on the 
Pacific Coast as one of the most original 
real estate advertisers in the far West. 
His work has been widely commented 
upon and some of his advertisements 
have been widely copied by others. 

Thinking a few leaves from his ex- 
perience would be of interest and 
benefit to real estate men, I suggested 
as much to him, and he kindly con- 
sented to give me a summary of his 
methods. 

The inquiry, ‘‘ When did you begin 
advertising ?” elicited the fact that Mr. 
Scott comes honestly by his talent for 
advertising. He started in to earn his 
living in a printing office in Spring- 
field, O., in 1868. Having mastered 
the craft, he went to Cincinnati where 
he remained several years, part of the 
time with the Western Methodist Book 
Concern and part of the time publish- 
ing a monthly paper called the Home 
Companion. - He then removed to 
Pittsburg, where for twelve years he 
conducted a successful printing and 
book publishing business of his own, 
Finding his health was beginning to 
suffer from too close confinement to 
business, he sought the sunny climate 
of Southern California, and in 1886 
settled ian San Diego and turned his 
attention to real estate, where he found 
his previous experience with printers’ 
ink an advantage. 

Asked what mediums he considered 
best for advertising the real estate 
business, Mr. Scott replied emphatic- 
ally, ‘‘ The daily papers.” 

‘* During what season do you adver- 
tise ?”’ 

** All the year round. Ido not be- 
lieve in spasmodic advertising. My 
advertisements are before the public 
évery day in the year. My idea is, 
the daily papers, and constantly.”’ 

‘*Do you ever use the weeklies ?” 

‘‘No. No papers but the local 
dailies.”’ 

** Any billboards or street cars ?’’ 

“No, nor bulletin boards nor pro- 
grammes, nor baseball scores, nor cir- 
culars to any great extent, but I do 
supplement my newspaper advertising 
with a little paper of my own,” and 
he handed me a neat four-page folder 
with the heading, Real Estate Dots. 
The pages are 7x10 inches in size, 
three columns to the page. The first 
and second pages are filled with bright 
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and persuasive paragraphs, setting 
forth the desirability of owning a home 
in San Diego and of buying it from 
Scott & Carter. Funny anecdotes 
and short scraps of history are intro- 
duced in a way to support the argu- 
ment that everybody should own a 
home. The third and fourth pages 
are principally devoted to lists of 
properties which the firm has for sale. 
A few cuts add to its attractive ap- 
pearance. 

“How 
Scott ?” 

‘* Well, we have the city districted 
so we know just how many copies it 
will take to place one or two in every 
house and place of business. In addi- 
tion to this I have a mailing list of 
several thousand. A great many of 
these names are those of Eastern 
people who are relatives and friends of 
persons who have bought property of 
us. Others are people who have spent 
a winter here and have requested us to 
mail them the paper. I always mail 
Dots in a sealed envelope.”’ 

**Do you hear from it?” 

‘* Yes, indeed, very frequently, and 
in more ways than one. Besides 
drawing business into the office here, 
it brings many inquiries from all narts 
of the United States. We also have 
frequent requests to mail the paper to 
some friend who is thinking of coming 
to California. These often result in a 
sale.” 

**Do you have any imitators?” 

“Yes. Our friends often send us 
papers in which advertisements from 
Dots have been copied by other real 
estate dealers, and in two instances 
the whole paper has been copied, ads, 
shape, style of heading and all. One 
man issues regularly a paper which he 
calls Real Estate Points, in which the 
reading matter is copied verbatim from 
Dots. He has even written to ask me 
to be sure and send him‘a copy of each 
issue promptly so he can get his paper 
out without delay.” 

‘* But I see Dots is copyrighted.” 

‘*Oh, yes, it is copyrighted.” And 
Mr. Scott smiled. 

‘* How many copies do you issue?” 

‘* We average about 8,000 to 10,000 
amonth. I aim to print. 100,000 a 
year. Ido not issue a fixed edition 
every month, though each issue is 
different.” 

‘*Do you ever use reading notices in 
the dailies ?” 

‘““No I find that a straightforward 


is Dots circulated, Mr. 
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list, with description and price, b:ings the direction of homes. Whenever I 
most results. We try mainly to in- can use acut I do so, for I believe that 
terest those who want homes, eitherin pictures attract attention.” 

thecityor country. Ofcoursewehave  “ Have you ever had any experience 
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Have a Dor. sir? 


THERE is no doubt about it, brother, 
that the man who owns his own home 
is the satistied, independent man 


NEXT to the pleasure of seeking a 
wife is the delight in planning a home 
for her. If the devotion to the wife is 
what it ought to be the home would be 
secured without delay. 


Tus DoTs is distinctively a home pa- 
per. ta mission is to encourage home- 
getting and home adornment It is 
small now, but there is an advantage 
inthis It has room to grow 


THE time to buy real estate is when 
buyers are few and sellers are many 
This is your opportunity. for the cli 
max isat hand You, will never buy 
San Diego property cheaper than now 


IT 1s NOT good form to blow out the 
gas when you retire at night. neither 
is it the correct thing te speak dispar- 
agingly of the town ip which you live. 

» “have an asphyxiating influence. 


Tuk old saying When the grass is 
green. the Scythe is sharpened,” is 
Suggestive to live San Diegans at this 
Ume When so many cheap properties 
are offered, as now it is surely the 
time to secure a home 


Ws state fn another column what we 
wish. Is it your wish to get a home or 
investment in San Diego? If so, cal) 
on Scott & Carter and see what they 
have to offer you. You will make a 
mistake if you donot heed this advice. 


In Noah's time all events dated from 
the Flood But in Southern California 
we calculate almost everything from 
the Boom. It was a great boom, but 
Many heads and hearts have ached in 
consequence of it No more booms. 
Please, but let us have, as now, a 
Steady, healthy growth 


“THERE are only two creatures.” 
Says an eastern proverb, ‘that can 
surmount the pyvamids—the eagle and 
the snail" Yow may not be able tose- 
cure a palace for yourself and family. 
but witb industry and perseverance 


will be much Bappier in a bumbie| 


cottage than the rich man ip bis pa- 
latial abode op the hill! 





MaINTaIN good cheer and wait for 
the dawning of brighter days which 
are near athand By and by the dark 
business clouds that now hang over 
head will pass away and then the sun 
will shine forth as brilliantly as ever 
These are seed-sowing times—times 
in which to get hold of good, desirable’ 
property We must first sow the seed, 
after that the harvest 


DuBING the past two years—years 
unprecedentedly dull in the commer 
cia) world—a new house was finished 
in San Diego tor each week-day in the 
calendar years indicated. We venture 
the opinion that no other town in this 
country of like population can make 
such a showing. If you feel a litue 
weak-kneed, brace up, for San Diego 
is all right All hands to the ropes for 
a long and strong pull for still greater 
success and improvement 


THE old saying. “Robbing Peter to 
pay Paul,” had its origin in the rivalry 
between St Peter's Cathedral and St 
Paul's, in London. In 1550 an appro- 
priation was made by St Peter's to 
pay a deficiency in St Paul's The 
people stoutly objected, saying. “Why 
rob St Peter to pay St Pault Why 
pay rent? Why deprive your family of 
the many little comforts the rent 
money would afford them? Get a home 
of your own, then you wil) realize 
that you are nolonger “Robbing Peter 
to pay Paul 


WHAT TALMAGE WISHES. 


T DeWitT Tamas, in a newspaper 
contribution, says’ “Had I my way ! 
would give you all, each and every 
one of you, everything your heart de 
sires’ I would have for each one a 
garden, a river running through it. 
g¢eraniums and shrubs on the sides, 
and the grassand flowers as beautiful 
as thougb a rainbow had fallen 1 
would have you a house, a splendid 
mansion, and the beds should be cov- 
ered with upholstery dipped in the 
setting sun. I would have every hal) 
in your house set with statuettes and 
statues, and then I would have the 
four quarters of the globe pour in all 
their luxuries on your table. I would 
have you live a hundred and fifty 
years, and you should not have a pain 
or an ache unti) your last be.th.” * 

—This is very pretty ard ecacecding- 
ly generous. But how appropriate 
bad Mr Talmage wished, as a fitting 
climax to all the good things enumer- 
ated above, that all mankind could be 
gatheread in this land of perpetual 
summer, this San Diego Bay Region, 
And enjoy its delights for one hundred 
and fifty years. And had he built 
those splendid mansions, witb halls 
running through them, and set witb 
statuettes and statues, on our numer- 
ous hill-tops, where the upholstery 
would, in fact, be dipped in the set 
ting sup at least three hundred and 





Sixty days im the year his picture 
would have been perfect 

By the way, have you heard of the 
Splendid pieces of property the pub 
ushers of THz Dots have for sale on 
these very bill-Jops* Mansions built 
upon these eminences would command 
& view of San Diego Coronado Beach, 
Point Loma and the Occan that could 
not be surpassed. Thus located they 
would not only be bathed in the set- 
ting sun, but would be kissed by the 
early morning rays as well And itis 
Quite certain that if one had a home 
on one of these favored spots he would 
come as near living one hundred and 
fifty years as any where on this ter 
restrial sphere. 

As for Sowers he could feast nis sou; 
to the fullest extent The roses he 
could enjoy' The green sward he 
could rambie over! The banks of hhes 
he could have, to say nothing of the 
generous growth of we heliotrope. 
the jasmine, and the dainty violet, 
which captivate the hearts of all 
womankind Ali these, and more too, 
can be bad and enjoyed in this land of 
sunshine fruits and flowers—this land 
where ali nature is mud and very kind. 

,™ Lessa gca. neu! —_ 
if waar WE wise 
° ® 

We wisb that every family m San 
Diego was housed ib its own home 

We wish that every reader of TeE 
Dots would send a copy to some dis 
tant friend 

We wish that every man or woman 
having @ house cr jct for sale would 
list same with Scott & Carter 

We wish that every gir) in San Diego 
had a new summer hat—a stylish one 
with a flower garden on it 

We wish that our new Mayor may:0 
conduct his oMice that he will be able 
to Reed his utle clear when he has 
passed beyond these voices 

We wish that you would act wisely 
and get a home of your own 

We wish that selfishness did not ex 
ast. and that poverty was uoknown 

We wish that ibe dude around the 
corner would stop flirting with tne 
dudess across the street 

We wisb thateverybcdy, before buy 
ing a piece of real estate in or about 
San Diego, would call on Scot.& Carter 

We wish. finally. that our wishes 
may Le realized 

Another Show Place. 

THE new Marston store is now recog- 
nized as one of the show places of the 
town Recently ap eastern tourist. 
himself am extensive merchant, said 
to the r: 

“I bave been over to see the Mars 
ton store.” 

“What do you think of it?" we in- 
quired? This was our friend s reply 

] am surprised at its size and beau 
ty Missimply a dream. and does the 
town and its owner great credit" 











investment and income property, and that would 
frequently make a sale in that line, theory ?”’ 


but we make our strongest effort in 


** Yes, I think I have. 


seem to support that 


Awhile ago 





I had some dodgers printed, on one 
side of which was a plain list and on 
the other several half-tone cuts of resi- 
dences we had for sale. I hung a 
bunch of the dodgers on each side of 
the door, outside, one with the pictures 
showing and the other with the plain 
side out. At night I found that more 
than ten times as many dodgers had 
been taken from the picture bunch as 
from the other. That seems to me 
quite a significant test.” 
JouHN K. REYNOLDs. 
eich at aps ee ae 
RULES OF THE’ PUBLISHERS’ ASSOCIA- 
TION OF SAN FRANCISCO. 


1. Display advertisements two columns 
wide must be forty-two agate lines deep, ani 
no single column advertisement shall have 
— position which is less than fifty-six lines 

jeep. 

oe Dniventidng which has the appearance 
of reading matter and is paid for at display 
rates, if inserted next to or immediately fol- 
lowing reading matter, must be headed with a 
classification, 

. Adisplayed advertisement more than one 
coluatn wide must be of uniform depth 
throughout. 

4. Railroad advertisements including time 
tables, shall be published on a basis of defi- 
nite price per line to be charged against the 
railroad, the same as in the case of any other 
advertisement. 

5. No commission shall be allowed to any 
advertising agent on business originating in 
San Francisco unless the same shall be ac- 
corded by the members of the Publishers’ 
Association. 

6. No advertising solicitor or any one spe 
cially employed by any member of the Pub- 
lishers’ Association shall be paid by commis- 
sion or otherwise for business given to any 
member, except reading matter. 

7. The discount ailowed on charity adver- 
tising shall be 50 per cent on the rate card, 
and shall be allowed only on advertising for 
religious purposes or public charities. 

8. Newspapers shall not Fer ma carriers, 
trainboys, newsboys, newsdealers, or any 
ore else, to stamp or print advertisements, 
except newsdealers’ cards, on the margin or 
in the body of their newspapers, or to insert 
in their newspapers advertising bills, cards, 
election tickets or posters. 

9. No newspaper shall contribute prizes of 
any kind for competition. 

ro. No newspaper shall advertise any daily 
edition, or veldy of the newspaper in the 
publications of any advertising agent. 

rr. No newspaper shall hereafter advertise 
in any theater or other programme, church 
or charity newspaper, catalogue, price list, 
base ball sheet or score book, sporting card, 
pamphlet or other temporary publication, is- 
sued by any individual, church, charity, 
trade union, telegraph or messenger com- 
pany or newsdealers’ association, mutual 

enefit society of clerks or employees, or 
military company, or in any college annual, 
railroad or summer or winter resort guide or 
publication, excepting regular editions of 
daily or weekly newspapers, or in any news- 
paper directory, or shall buy more than two 
copies of any eee directory, or pay for 
the same at more than the regular subscrip- 
tion price of said directories, or shall make 
any other form of newspaper donation to said 
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objects, directly or indirectly, either in the 
form of the purchase of tickets or otherwise. 

12. No newspaper shall advertise by paint- 
ing on brick or stone walls, fences, frame 
buildings, billboards or bulletin boards. But 
this rule does not apply to news depots. 

13. Contributions to local trade assemblies 

union organizations shall be made only 
by vote at a regular or special meeting of this 
association. 

Mt. The papers belonging to the association 
shall unite to gather election returns and 
tabulate the same, the expenses of the work 
to be prorated, 

15. That no papers shall publish the list of 
consignees or importations by sea; this rule 
to go into effect on Monday, the 31st of Janu- 
ary inst. 

16. Teachers of music, singing, dancing or 
rhetoric, and lecturers, when admission is 
charged, shall not be mentioned as such in the 
social or other columns of any paper unless 
advertised. 

17. The number of pages published by the 
morning papers of the association shall be as 
follows: On Mondays, ten pages ; on Tues- 
days, Wednesdays, Thursdays and Fridays, 
twelve pages ; on Saturdays, fourteen pages ; 
and on Sundays thirty-two pages, provided, 
however, that any publisher may increase 
the number of pages herein agreed upon by 
giving notice in writing to the managing edi- 
tors of the other two papers not later than 
six o’clock of the previous evening ; such no- 
tice to be good for one issue only. This agree- 
ment is terminable on thirty days’ notice in 
writing. R, A. CRoTHERS, _ vhevnnoney 


— +o 
CALLS IT BAD ADVERTISING. 

Several New York clothiers and haber- 
dashers have undertaken to second the efforts 
of the newspapers in disseminating a large 
amount of misinformation and rumor with a 
small percentage of truth by means of bulle- 
tin boards erected in front of their stores. It 
is true they could do nothing that would at- 
tract more attention, per Se building fires 
in their windows, but the latter method of 
advertising would sell fully as much spring 
apparel. The people that crowd the side- 
walks are intensely interested in the bulletins. 
They do not see the clothing, if any is dis- 
played. Brown may have direct telegraphic 
connection with a newspaper that issues three 
contradictory ‘* extras’’ every hour, but it is 
safe to bet that Jones, who has scoured the 
market for the attractive neckwear displayed 
in his window, will sell more goods. Alt such 
devices simply aid the sensational portion of 
the press in its work of distracting the atten- 
tion of men of all classes from their occupa- 
tions and unsettling business, and the mer- 
chant who imitates them assists in injuring 
himself as well as others.—Clothiers’ and 
Haberdashers’ Weekly. 

SAMPLES. 

The practice of sending free samples is 

rowing. Kutnow Bros., Dr. Kilmer, the Dr. 

ennedy Corporation and the Slocum Com- 
pany are among the firms that advertise in 
this way. Apparently the power of mere 
words is diminished by long and hard use. 
People want proof of the quality of what 
they buy. The houses that send samples 
show thereby their confidence in their goods. 
—National Advertiser. 


a 
**Vzs,”’ soliloquized the editor as he looked 
at the pile of exchanges, “the newspaper 
owes more to the inventor of shears than it 
dase, the invention of printing.”—Copy 
‘ook. 
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San Francisco Bulletin 


pn 


The Daily 


Average for April 
as 


33,691 


Guaranteed by the Advertisers Guarantee Co. 


No other evening newspaper 
on the Pacific Coast proves one- 
half the BuLLETIN’s circulation. 


BEST IN QUALITY 
MOST IN QUANTITY. 








Further information F. K. MISCH, 
from Potter Building, New York. 
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BUSINESSES INADEQUATELY AD- 
VERTISED. 


NO. XV.—PICTURES AND ART GOODS. 


Americans are great natural lovers 
of art. They ifke to adorn their 
homes with every evidence of refine- 
ment that their purses will allow them 
to purchase. Even the poorest fami- 
lies are partial to a little Juxurious 
display in the way of pictures and art 
goods. 
sities of life, even to the cultured and 
fastidious ; nevertheless every man and 
woman likes to make some small pre- 
tense at elegance in his dwelling, 
and nothing sets off the best rooms to 
such advantage as a few well-chosen 
and well-framed pictures. 

There are quite a number of picture 
dealers and art stores in our big cities, 
but how many-of them advertise? 
Only a few do, and that few does it 
spasmodically, invariably around the 


Adorn 
Your 
Homes. 


Pictures please the eye and refine the 
mind. They are an evidence of culture 
and good taste. Any kind you want we 
have at prices that appeal to you. . Free 
art exhibit daily from 9 to 6. 


HOLLY’S ART STORE, 
Cross Street. 














Ap No. 1. 


holiday season. Because these stores 
are located on leading thoroughfares 
they trust entirely to passers-by—to 
window gazers—for their custom. 
They consider themselves well patron- 
ized, but if they can get so much busi- 
ness without advertising, how much 
more could they secure if more people 
knew where they were and what they 
sold? Take the busiest street in any 
city, and the proportion of people that 
passes along it daily is very small indeed 
when compared to the city’s total, 

Art stores generally, however, are 
pretty accurately named. Their pro- 
prietors are artful enough to locate in 
the vicinity of some stores that are 
widely and continuously advertised, 
confident that they will secure a good 
percentage of the crowds that are sure 
to be drawn to the shopping district. 
But department store owners have no- 
ticed this trick, and they have offset it 
by providing picture and art depart 


PRINTERS’ 


They are by no means neces- . 


INK. 


ments of their own, wherein goods are 
sold much cheaper. 

There can be no question as to 
whether the advertising of a picttire 
store would pay. Such goods are being 


AN ODD CORNER 


Somewhere in your house may need 
a picture. When you have made up your 
mind what kind of a picture you want to 
fill it, pay a visit to our store, and you 
can make your own selectior for very 
little money. No fancy prices and no 
“‘cheap stuff.” Free art exhibit daily 
from 9g to 6. 

HOLLY’S ART STORE, 
Cross Street. 














Ap No. 2. 

looked for and bought right along. 
A store that advertised free art exhibi- 
tions daily could very soon sell out its 
stock if the prices were reasonable. It 
must be remembered that a very large 
percentage of shoppers do not go out 
at all except under temptation. The 
inducement comes in the form of ads 
in the morning papers. Then the de- 
cision is madetogoout. A note-book 
is probably partially filled with ad- 
dresses where to call, stores where cer- 
tain things are advertised as being on 
sale, articles fancied or wanted, and it 
is certain that an unadvertised store 
has little chance of being included. 

The love of pictures and art goods 
is not confined to the wealthy classes. 
In fact this article is not intended for 
the stores that cater exclusively to the 
rich, but rather to those numerous es- 
tablishments where ready-framed pict- 
ures are sold and where statuary and 
bric-a-brac are waiting for customers. 


BRIC-A-BRAC 


doesn’t mean anything in particular. It 
is a generic term for ** odds and ends’”’ in 
ornaments for mantels, tables, shelves, 
what-nots, etc. A profusion of bric-a- 
brac in a room is said to be a sign of good 
taste and peo breeding. We have the 
choicest of such “nick nacks”’ at easy 
prices. Costs nothing to see them. 


HOLLY’S ART STORE, 
Cross Street. 














Ap No. 3. 
The middle and the lower middle 
classes are great buyers of pictures— 
when they know where to get them. 
They could be reached by means of 








some attractive and interesting adver- 
tising inserted in suitable daily papers. 
Ad No. 1, for instance, ought to bring 
business right to the store. 

In a space of about 21 lines ads, 
such as those shown in this article, 
could be sufficiently well displayed to 
attract attention, particularly when in 
good position. 

These are ads of a general class. 
The dealer himself best knows when 
and why to push oil colors in prefer- 
ence to water color drawings. But 
besides pictures there are other goods 
to push; in the bric-a-brac line, for 
instance. Ad No, 3 is a suggestion for 
advertising such goods. 

It might be advantageous to run a 
special ad on the subject of statue 
ornaments alone, as shown in ad No. 4. 

The proprietors cf some art stores 


| §TATUARY 


for homeornaments. All sizes; all sub- 
jects; all prices. In brass, bronze, mar- 
ble, iron and plaster of Paris. Suitable 
for Parlor, Library, Drawing Room, 
Halls,Conservatories and Gardens, Large 
variety for every purpose at prices lower 
than rule elsewhere. Call and /examine. 
Free art exhibit daily from 9g to 6. 


HOLLY’S ART STORE, 


Cross Street. 

Se ee ee ee see 
Ap No. 4. 

may have doubts whether advertising 

would pay them. The only way to re- 

mové the doubt is to make an experi- 

ment. Joun S. GREY. 


<0" Z 
SOME SAMPLES OF SPELLING. 

A Jersey City druggist is making a collec- 
tion of the queer orders he receives from 
people who send children to the store for 
things. Here are a few samples of them: 

“This child is my little girl. I sent you 
five cents to buy to sitless powders for a 
groan up adult mn is sike.”’ 

Another reads: 

“Dear Doctor, ples gif barer five sense 
worse of Auntie Toxyne for to gargle babi’s 
throte and obleage.” 

An anxious mother writes : 

“You will pleas give the lettle boi five 
cents worth of epcac for to throw up ina five 
months old babe. N. B.—The babe has a 
sore stummick.”’ 

This one puzzled the druggist: 

“] have a cute pain in my child’s diagram. 
Please give my son something to release it." 

Another anxious mother wrote: 

*IMy little babey has eat up its father’s 
parish plasther. Send an antedote quick as 
possible by the enclosed little girl,"’ 

This writer was evidently in pain: 

“ T haf a hot time ‘n my insides and wich 
I wood like it to be extinguished. What is 
good for to extinguish it? The inclosed 
quarter is for the price of the extinguisher. 
Hurry pleas.”—New York Sun. 














PRINTERS’ INK. 
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IN SAXONY. 

United States Consu] B. H. Warner, Jr., 
writes from Leipsic to the State Department 
some interesting facts pertaining to the ad- 
vertising methods in vogue in the kingdom of 
Saxony. From Mr. Warner’s report the fol- 
lowing extracts are taken: 

The chief mode of street advertisement in 
Leipsic is the use of alarge number of circular 
columns, about 4 feet in diameter and 12 feet 
in height, which are stationed throughout the 
city. On the cylindrical surfaces of these 
iron columns advertisements in great variety 
are displayed. The form and style used are 
modest, and are usually only small paper 
placards, of a great variety of colors, an- 
nouncing the name of the article, its merits 
and uses. Here, also, are posted the opera 
and theater programmes, in type not much 
larger than ordinary newspaper size. 

The newspaper, Beamer is probably the 
most popular medium of advertising in Ger- 
many. The leading diily paper in this city 
has sixteen pages, hue columns to the page. 
Selecting at random a copy of this paper, 
thirty-six out of the total sixty-four co:umns 
are found to be devoted to the advertising 
department. Taking a representative Ameri- 
can newspaper, only thirty-one out of ninety- 
six columns appear to be utilized for adver- 
tising purposes. This great difference is 
doubtless due to advertising rates, which ap- 
pear to be much higher in the United States 
thaninthissection. But it illustrates, never- 
theless, that the newspaper is the recognized 
channel of advertising and the popular means 
of promoting trade. Advertising commission 
brokers are found in most towns and cities, 
and through their agency space may be ob- 
tained for the daily, weekly and comic papers. 

Comparatively few advertisements appear 
in the Leipsic street cars. Contrasted with 
tie gigantic scale on which this feature of dis- 
play is conducted in the United States, it 
amounts to practically nothing at ail. The 
cars are not constructed in the inside to dis- 
play cards so as toattract the attention of the 
passenger. Instead of being arranged along 
the top of the car windows, the cards are 
placed on the ceiling. 

T:eater display advertisements are utilized 
considerably. In several of the theaters per- 
manent signs appear above the stage setting. 
Photographic and biographic advertisements 
are also employed. The programmes are de- 
voted largely to local advertisements. 


——_ ++ 
ADVICE FROM BROOKLINE, 
Advertising although essential to the pro- 
motion of a healthy tradeis not the only es- 
sential. Your business must live up to its 
advertising and your advertising must live 
upto your business. A live advertisement 
znd adead business are incongruous, since 
if live advertising attracts trade to your 
doors and your facilities for doing business 
are not vist people think they should be, 
your advertising expenses are money wasted. 
Get both your business and your advertising 
upon an interlocking system. Don’t offer 
inducements you can not back up, but if you 
have inducements to offer state them contin- 
uously, plainly, clearly and with prices af- 
fixed ak pew, the benefit. The buying pub- 
lic answer attractive ads. Make your ads 
attractive, state prices treely, and use only 
the media that reach the people you would 
reach,— Brookline (Mass.) Chronicie. 
Saniigonndiaee 
A mepium without circulation is dear at 
any price, no matter how small the price may 
be.—Wilmington Del.) Every Evening. 
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A BURIED ADVERTISING. JOURNAL. 
Editor of Printers’ Ink: 

Although not actively engaged in advertis- 
ing work at the present time, yet PRINTERS’ 
INK is read with as much interest as ever. 

In looking over some old papers I happened 
to come across acopy of a paper (7he Money 
d/aker) that I published over eleven years 
ago, and, thinking you might be interested in 
same, have mailed it to you to-day. At that 
time the number of advertising writers or 
‘*experts’’ was limited. The demand in 1887 
for a paper of this character was not suffi- 
cient to justify its continuance, so, after sev- 
eral issues, it was duly buried. Possibly if I 
had kept on in my efforts to educate mer- 
chants in this particular line the baby of 1887 
might, by this time, have become a healthy 
child or full grown man. Verytruly, ~ 

J. H. Witson Marriott. 


The Money Maker was an advertising 
monthly of ten large pages, costing two 
dollars a year or twenty-five cents a single 
number. It was full of “sayings” and 
* ready-made ads,’’ and evidently designed 
to fill the field now occupied by Brains, the 
Advertising World and the Ad Writer. 
The first issue, now in the Little School- 
master’s hands, indicates that Mr. Marriott 
had a very true idea of the kind of sugges- 
tions and matter such a jcurnal should sup- 
ply.—[Eb. P. I. 

IT BROUGHT CUSTOMERS. 
Office of 


Have Company, | 
Chairs, Desks, Furniture, Etc. | 





15 Stone Street. 
New York, May 6, 1898. 
Editor of Printers’ Ink: 

We thank you for your comments on our 
Hale Desk aheorticssents on page 8 of your 
April 27 issue. The advertisements do cer- 
tainly stand out on a page like a sore thumb. 
It is intentional, of course, that the reading 
matter consists of statements worded very 
simply. There has been no attempt at 
“smart advertising’? nor any attempt at 
verbal pyrotechnics. ‘‘ Desks at Export 
Prices’’ is part of every advertisement. For 
forty years we have been exclusively an ex- 
port house, and our bid for the retail desk 
trade of this city is something recent. We 
must thank you for printing one of our ads 
in Printers’ INK, as it brought several cus- 
tomers to our store. Kindly put us on your 
subscription list and mail PrinTErRs’ INK to 
the above address. Yours very truly, 

Have Company, 
Wn. F. Smith, Pres. 


HE CAN NOT DISCRIMINATE, 
Office of 
NesraskKa CLotHinG Company. 
Omana, Neb., May g, 1898. 
Editor of PRINTERS’ INK: 

In your issue May 4 appeared an article on 
the Nebraska Clothing Company in which I 
am quoted as saying that our returns from 
the World-Hera/d were a third less than from 
the Bee. Kindly correct that statement. I 
do not remember having made it, nor could I 
do so with truth. In the matter of returns I 
make no discrimination as between the two 
papers. Yours very truly, 

D. A. Rerpy. 


TRUE. 
If advertisers would pay more attention to 


what they say and less to the way it is going 
to look they would get better results.— Bates. 


PRINTERS’ INK, 


ALLEN & ALLEN. 
New York, May 12, 1898. 
Editor of Printers’ Ink: 

We have been informed that orders of the 
Drummond Medicine Co. are being sent out 
on stationery of the Allen Advertising 
Agency. Envelopes bearing this sticker: 

LLEN’S 

DVERTISING {ew York. 

GENCY 
without street or number, are used. No 
orders of this company are being sent out b 
the Allen Advertising Agency, of 530 Sixth 
avenue and 874 Broadway, our agency being 
a corporation having branches in all Ameri- 
can District Telegraph offices, and controll- 
ing a large per cent of the amusement adver- 
tising. Publishers should not confound our 
agency with the party sending out this 
business. J. W. Barser. 

UNDER FAVORABLE CONDITIONS. 

STRATFORD, Ont.. May 4, 1898. 
Editor of Printers’ INK: 

Advertising must be done under favorable 
conditions. An advertiser has no more right 
toexpect results from an ad placed in any 
oy of the paper and carelessly written than 
ie has to sell goods when he employs impo- 
lite clerks. All men don’t get results from 
printers’ ink, because all advertisers are 
not studious advertisers. Those who have 
spent $100 in advertising without getting 
value for their money, should commence and 
wonder why it didn’t pay, instead of saying 
advertising doesn’t pay. 

FLETCHER JOHNSTON. 
‘ -— 
THE RATE PER THOUSAND. 

Advertising costs much more nowadays 
than it did ten years ago, but this is not 
caused by any material] advance in rates. A 
comparison per the present thousand circu- 
lation rate with what it was then will show 
that the rate is now more than cut in two. 
The increase is brought about by the rapid 
strides this country has made in its popula- 
tion; the cheapness of subscriptions to peri- 
odicals, and the superiority of the matter 
furnished the readers. Consider all these 
things and an intelligent advertiser must 
confess that the relative cost per thousand 
circulation (readers) is to-day considerably 
less than one-half of what it was ten years 
ago.— Mail Order Fournadl. 








POSSIBLE ADVERTISING MEDIUMS, 





PRINTERS’ INK, 


Woman's Home (ompanion----: 


OMEN read more than men, consequently a 

woman’s magazine of the highest type will 
pay advertisers better than a publication going 
mostly to men. 

Women “do the ordering” —less than one man 
in ten knows what his dinner will consist of until 
he sits down to the table. 

In the advertising of food products the Woman's 
Home Companion is by far the more suitable, in 
comparison with ordinary magazines, and at $1.75 
a line for over 300,000 actual circulation it will pay 
a larger dividend than any other woman’s magazine 
in America. 

Famous writers edit the Housekeeping and Cook- 
ing pages, where food advertising is located. 

The Franklin Mills Co., Lockport, N. Y., man- 
ufacturers of the famous ‘ Wheatlet,” have tried all 
the leading national mediums, and they now say the 
Companion pays them more than any two others 
combined. ; 

They know what’s what—by test. 





MAST, CROWELL & KIRKPATRICK, Pub’s. 


SPRINGFIELD, OHIO 
NEW YORK —108 Times Bldg. CHICAGO—1643 Monadnock Bik. 
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NOTES. 


ARNHEIM, the New York tailor, has se- 
cured a permanent injunction against the 
Brooklyn “‘ Arnheim,” who was trading on 
the New Yorker’s reputation. 

Tue Louisville (Kentucky) Commercial 
offers $5 each for the best advertisement sent 
to T. S. Earl, Principal Putlic School of Ad- 
vertising, 738 Fourth avenue, Louisville, Ky. 
Professiona] adwriters are debarred. 

Tue Merchants’ Association of New York 
solicits checks to fight the Senate amendment 
to the Postal Appropriation bill providing 
that no more than four mail deliveries shall 
be made in any city during any one day. 

Atrorney GENERAL KNowLrTon, of Mas- 
sachusetts, said in a recent speech before the 
Massachusetts Press Association: ‘‘ This is 
the age of advertisements, and the agency is 
the one you and your fellows wield. Few 
men can get on without the prominence which 
a newspaper gives.’ 

A Kansas City doctor is 2 rosecuted 
by a young married woman of Fort Scott, 
Kan. She was surprised to see her picture, 
taken in low-necked dress, on some of the 
doctor’s advertising matter, and instituted 
proceedings forthwith, claiming that the pho- 
tograph was obtained ‘by false pretenses. 

A canvass made under the auspices of the 
New York ¥ournal of Commerce reveals the 
fact that fully 200 pools or trusts now exist in 
the United States for the control of various 
lines of incustry. * Their total capitalization 
; in stocks and bonds amounts to $3,622,000,000. 
4 This is equal to 56 per cent of the aggregate 
capital credited to a!l manufacturers in the 
United States by the ccnsus of 1890.—7rade 
Register. 

A Kansas City, Mo., milliner advertises : 
Wanted—A regiment of ladies to rendezvous 
at the headquarters for High Art Millinery 
—1006 Main street—where we have assembled 
a trimmed hat for each one. Any maid with 
one of these can capture a man of war—or 
peace either, Our Flying Squadron at $10 
are the pink of perfection in Millinery Engi- 
neering, and rides waves (of auburn hair) 
above the deep blue (eyes) with a grace and 
poetry of motion. Just a glancing shot from 
the lookout of the wearer will capture a mer- 
chant man, a man of war or any other man. 

WAR JOURNALISM, 
Editor-in-Chief—You had a very poor pa- 


per this mornin 

Managi Editor—Why, we licked the 
boots off the opposition. We had four ex- 
clusive stories. 

Editor-in-Chief--That doesn’t make any 
difference. Their head-line was three inches 
longer than ours.—Philade phia North 
American. 


RPO a SAE IOI >, 











































“ BOARD WANTED BY ELDERLY GENTLEMAN.” 
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ADVERTISING CHAINS. 

More chains could be sold, if jewelers 
w'lled that there should be. The sale of a 
chain is usually left to depend upon the sale 
of a watch—the two going together to make 
an “outfit.” Yet the chain will wear out 
before the watch, or the wearer might be im- 
pressed with the fact that his, or her, chain is 
shabby or out of style ; and there thus seems 
to be legitimate ground for belief that more 
chains would be sold if they were more fre- 
quently s aay advertised. They pay a 
good profit; they do not involve a large in- 
vestment a capital; there is no reason why 
they should not be pushed into greater prom- 
inence in the jeweler’ s stock.—Keystone. 


——+o- 
BES7’S IDEAS. 

The advertising manager of Best & Co., of 
New York, is reported as saying: “Some 
business men think if they sell a woman once 
it pays them, and there are women enough to 
last, but I want steady customers. I don’t 
believe in making people think they are get- 
ting one dollar’s worth of goods for fifty 
cents. I am not trying to do that kind of 
business. All I tell the people is that I have 
a good store in which to clothe children, and 
I try to get people here to see if it is so; and 
if I have such a store I will holdtheir trade.” 


THE MODERN ADWRITER. 

The adwriter of the present day must 
know a little of everything and much of 
many things to make advertising pay. He 
must command language; have a good know!l- 
edge of human nature, the goods to be ad- 
vertised, and the markets they came from. 
He should be familiar with the inside meth- 
ods of the particular business he advertises, 
and be thoroughly posted with newsp2per- 
dom.—Alfred Meyer, in Mail Order Jour- 
nal, 


jectegensacocnsensen ill —- 
COMPARATIVELY UNKNOWN. 
Sammy—My uncle’s a Senator. There was 
a picture of him in the paper the other day. 
‘Tommy—Yes, I saw it. It was a little bit 
of a picture. My uncle’s was printed in the 
next column mor’n five times as big. 
Sammy— Who's your uncle? 
Tommy—t verybody knows my uncle. He’ s 
the man that was cured of dyspepsia by usin’ 
Bergash’s pills.—Chicago /ribune. 


THE DIFFICULTY OF THE DAY. 

Mrs. Slimpurse— Hannah, I shall not be 
able to pay you your month’s wages until 
next month. 

Hannah—Indade, mum! An’ why? 

Mrs. Slimpurse—I spent so much moneyin 
advertising before I got a suitable reply.— 
Illustrated American. 








ata 
Classified Advertisements. 


Advertisements under this head twolmesor more 
without dis; splay, 2 2scentsaline. Must be 
handed in oue week in advance. 


WANTS. 
9 > CTS. a line for 50,000 proven. 
#0 WORK, Athens, Ga. 


PRaeatAN- Position, & dar and Gorden; 
will goany where. .” Printers’ Ink. 


JYERFECT half-tone cuts, | - $1; larger, 10c. 
per in. ARC ENGRAVING Co., Youngs- 


town, Ohio. 
Work guaranteed for 10 


WOMAN’S 


PAINT metal roofs. 
years. HARVEY ENGL ISH, Albany,Ga. Eng 
lish paint stops leaks; Yes It Do. 


AIL order men, , write for our proposition ; 
clean goods; large I cog 613 Consolidated 
Exchange Building, Chicago, Ill 





















RESSMAN—Position, first-class W: press- 
P Can do will go any- 
her Weds a» Pointers ink: 


$2? 000 EARNED by « by one agent with free 
“et outfit in 5 years. Seve’ earn 
3) 000 yearly. P. O. 1871, New York, 


y ANTED—Experienced fenced advertising cotitior 
uainted with — 
“SPIRIT T OF THE WEST,” — +B,- 
ALF-TONES that yoenee. Don® throw away 


money, but ‘ou buy. 
RARFER R ILLU: STRATING SYNDICATED Colum- 
us, Ohio, 


Lge by photo-negative 0; 

all-around operator in nif. 
tone photo-eunraving process. “H. K.,” care 
Printers’ Ink. 


H HOW TO MAKE CUTS, 

in aaa manner, in an caehienent 

where half-tones and zinc etchings are made for 

pat trade. For terms — Oey — D. C. BITTER, 
Washington 8t., Chicago. 


\ *ANTED Advertisers to to know that we have 
r circulation than any v aowenages 
published in the Valiey of Virginia. Advertis ng 
ished on sprtent ion. Address TH 
WINCHESTER PRES ESS, Winchester, Va. 


HINESTONES WANTED—The paves has 
uses for Rhinestones. Will in quanti- 
ties, some those — will sell best A at low- 
est Address, with rticulars, ree etc., 
“a INESTONES, ‘Box 709, New York City 
€6 G SSTEMATIER your business. The advice is 
rown at everybody nowadays. If you 
think that there is money in this line of business, 
and are willing to risk a few hours’ time, write 
for particulars. Wewisha few eee tes mts to 
sell our specialties in manifoldi teoks to 
consumers on commission. ‘Address PHILIP 
HANO & CO., 808-810 Greenwich St., City. 


OB PRINTER and advertiser, capable of do- 
e? ing all work necessary in printing depart- 
ment ofa it manufactory, and to take charge 
and push advertising department of same. All 
manual work necessary will be required to begin 
with, but good chances for advance, with con- 
trol of help. Give full particulars as to Seamer 
emplo; perk name references and wages 
Re Address “ C. C.,” Color Works, P.O. Box 
1267, New Orleans, La. 


OUNG PHARMACIST well versed in man- 
ufacture of profitable medicinals; close 
of modern advertising methods; a 

ight, original writer of medical ads, expres 
in po English of the popular understanding, 
but ne his servic ically correct, desires position 
yhere his services will be of value. ddress, 

” care Printers’ Ink. 


W WE 
Lf 3 
HIGH-GRADE 
ADVE RTISEMENTS: 
N WE GET YOUR: 
50.000 ht Canova 
tes, 25 cents per agate line, — ¥ insertion. 
All rade next to reading matter. 
$ 1.00 buys — $s Ly buys . inches 


1.25 ines 17 inches 
1.50 6 lines 21.00 6inches 
1.75 “ Minch 450 “ half col 
3.50 “ tlinch 49.00 “ one col 
aa “ 2inches 98.00 “ half page 


* 3inches 196.00 “ page 
C ny first-class matter accepted. Parties with- 
out good commercial rating caer send cash with 
order. Cuts must not be over 23-16 inches wide. 
Copy for an issue — reach us by the 25th of 
previous mont! n adv. that will pay anywhere 
will pay in WOMAN'S WORK, Athens Ga. 


NE WSPA PER METALS. 


Hom=st electro, stereo. and linotype metals. 
E. W. BLATCHFORD & CO., Chicago. 





—__+or—__—_—_ 
ILLUSTRATORS AND ILLUSTRATIONS. 


} B SENIOR & CO., Wood Engravers, 10Spruce 
St.,New York. Service good and prompt. 
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CIRCULAR LETTERS. 
‘HAS. A. FOYER ©O., Times Bidg., » Cfenge, 
roduces fac-simile written circular let- 


ters by the thousand or ion. Best work, low- 
est prices. eemnntnne — 


ch ‘EDIT RE REPORTS. 


S he reliable? Our Credit Reporting Dept. will 
hen» you. Inquiries in U. 8. $i; Europe 
America $3._ Trustworthy re ports ASSOCIATED 
TRADE & INDUSTRIAL PR. Wash., D. ©. 

——_ ++ —___ 
MISCELLANEOUS. 

S™ Pz your name on a small 1 for a sample 

saree — for advertisers. gies 


per 


and strongest on et and only $2.75 
1,000, JOHNSTON, 10 ——— 8t., 3 ew Fonte 


SUPPLIES. 


7 AN BIBBER’S 
Printers’ Rollers. 
7 PAPER is vesneee with ink manufact- 
red by the W. D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buyers. 


+o 
MAILING MACHINES. 


‘HE Matchless Mailer; nothing like a Fd 
REV. ALEXANDER DICK, Meridian, N 


} ORTON MAILER- $20 n 7 ite net—has su Said 
Dick and Longley Mailers on leading u bli- 
we pnd , durable, strong 

light. All’ branches AMERICAN’ TYPE 
FOUNDERS’ COMPANY. 


= ions. 


FOR SALE. 
8] BUYS 4 lines, 50,000 proven. 
& WORK, Athens, Ga. 
SELL and 5 “publications. Consult with 
publishers, E, P. HARRIS, 150 Nassau St., N. Y. 
TOR yy peouawe VALLEY REGISTER, 
Fort Plain, N Established in 1828. Write 
J. D. BECKWITH ; manager 


WOMAN’S 


PRINT! NTERS. 


DVERTISEMENT com ition our speci: 
“\ KNICKERBOCKER PRESS, 90 Fulton St. NY: 
Tere us what Joe want, get our estimate and 
we will ro ork. ATOZ PRINTING 

., South Whitle 7 Ind. 


Tr you area believer in printing that makes a 
hit, it will pa: 38 Prine to send your order to THE 
LOTUS PRESS. — 140 W. 23d 8t., N. Y. City. 








AD VERTISING NOVELTIES. 


DVERTISING blotters, containing war maps, 
Au aw etc. Send for samples. Advertising 
urable and cheap—no rust. 
a USER CALENDAR CO., M Montrose, Pa. 
rok the purpose of inviting announcements 
of Advertising Novelties. likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


taal machete letter opener, one-fourth size, 


ac-8 —. Rs name cast on side. Thou- 
sand lots. each ; ponies stpaid, ten 
cents. Goo wv iN & KINTZ C CO., Shelton, Conn. 


tee 
ILLUSTRATED ADVERTISEMENTS. 
gpeonns apres sresesecgcgneseseses 


5 HALT Be abreast of to-day. Fifteen 
War Guts with, striking” he eadings—appro- 
$5, cash with 

orders for cuts and Ri EY The most 
nai and timely series ever offered. Re- 

icted to one dealer in each line ina town. 





ie 

jwtithout further charge. mage 

‘© PRINTERS’ INK. EERX 

Re REISSMAN, Writers, A. R, ae Il- 
lustrators, Temple Court, New York. 


RAR SHAR ORO” 


[DAD AD AD HD OH Or W 
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ELECTROTYPES. 
ERCHANT’S 
LINOTYPE 


METAL. 
itereotype, electrotype, peliehto, =p rm, 5 
fan of sac largest papers use it. 8 no 
Inquiry wolicited. ‘icenciiaNr & 


ers, P. 





ADVERTISING MEDIA. 
yom AN’S WORK, Athens, Ga., 4 lines $1. 


W OMAN’S WORK, 50,000 proven, 25 cts. a line 


\ 7OMAN’S WORK, Athens, Ga., 25 cts. a line 
for 50,000 proven. 
Spall aoe DEALERS’ MAGAZINE. 
Copy free. 271 Broadway, New York. 


MERICAN HOMES, Knoxville, Tenn. ; 1 oes $1, 
including 40-word ad. Disp. 1l5c. ag. line. 


10° a line for 40,000 proven—mail-order me- 
dium. AM. MO. HERALD, Beaver Spgs., Pa. 
40% 


WORDS, 5 times. 25 cents. eee 
Brockton, Mass. Circulation exceeds 6. 
DVERT!SERS’ GUIDE, New Market, N. J. r 
f line. Cire’n 4, 000. Close Close 24th. Sampie free, 
W HEELING NEWS, 7,500 d 7,500 daily. Only En AS 
eve’g paper in n city 40,0¢ 40,000. COSTE, } 


| EPUBLIC-JOURNAL, Littleton, N. H. 
circulation. Linotype composition. send 
for rates. 


NY person advertising in PRINTERS’ INK 
“\ to the amount of $10 is entitled to receive 
the paper for one year. 


T= RELIGIOUS PRESS ASSOCIATION, Phil- 

adelphia, Pa., have some facts about denom- 
inational papers for intending advertisers. 
Write to them. 


Rochester, N. H., COURIER, weekly, hasthe 
circulation of any rin a manu- 

facturing city having a population of 7,396. 

good country paper at a grea at a great trade center. 


REACH OREGON, |, Washington and Idaho pro- 
\ gressive farmers via the WEBFOOT PLANTER, 
the leading farm journal .= veveded Pacific North- 
west. 5,000 copies monthly Writ 


for rates and sample co ane, 
you. WEBFOOT wap CORT: ch 


har TIMES-UNION is one of the pouese in 
which an advertiser gets his money’s w: 

Its circulation is larger than all the other dailies 

in Albany combined ; its readers are the ve 

best people in Alban — and vicinity. s0nF © 

FARRELL, editor an d proprietor, Albany, N. 


A’ BOUT seven- -eighths of the ndwestiainss done 
A. isto pee — because it is placed in 

and a s that give no more than one- 

Pienth of the a. ~; a might be had by placing 
the same advertis in other papers. If you 
have the win oapd 2 -- EL., and put it = the 
right papers, your advertising ing wi pay orre- 
spondence solicited. Add THE GRO. 2 
OW ELL ADVERTISING CO., 10 Spruce St., N. Y. 


will interest 
ortland, Ore. 


ADVERTISEMENT CONSTRUCTORS. 
ONES. 
J 


D=*: 150 Nassau St. 
+ etn 101 World Bldg., N. Y. 
e 


(AeEnce F. a sama 179 Front St., 
Owego, Tioga Co., 

G ILLAM & SE AUGHNESSY, Aaversioers, 623 & 
3 624 Temple Court, New York.. Wr 

E ST. ELMO LEWIS, specialist in venell , il- 
Ue lustrating and printing of booklets. enn 

Mutual Bidg., Philadelphia. 

’ be only writer of exclusively medica! and 

drug advertising. Advice or samples free. 
ULYSSES G. MANNING, South Bend, Ind. 


N OTICE—No matter who does your writing, x, get 
my prices on your rinting. WM. Mg NS- 
TON, Mgr. Printers’ Ink s, 10 Spruce 8t., N. Y. 


PRINTERS’ INK. 


GED your name on & omell porns fo for a copy 
S of m OHNSTON, Man- 
ager Printe re Pak ge 10 ress, 10 Spruce 8t., N.Y: City. 
M* pocket, ¥ PERHAPS, tells about my busi- 


ree to those who ask for it on 

their business ion ery. 
CLARENCE F . CHATFIELD, 

Not Oswego. Owego, N. Y. 


Hs you tried little booklets or circulars to 

advertise your business? I write, desi 

and print gel Yr . Sonvinding and attractive 

manner. Let m ‘ou a price on your next 

nee ‘nirear™ wee Jo NSTON, Manager Print- 
re’ Ink Press, 10 Spruce St.,] N. ¥. 


OHNSTON attends to 0 the whole business— 
writing, designing and printing. I believe I 
an advertise ment or book! “ 


if. No 

matter what you may want, write me about it. 
— — name on a small i pel for acopy of 
Ee pomel. wm. J WHI , Manager 

Printers Ink Press, 10 Spruce St., N. ¥ r: City. 


6é ICTURES area relief to the 

jaded mind. They are win- 
dows to imprisoned thought. 
They are books. They are histo- 
ries and sermons, which we can 
read without the troubleof turn- 
ing over the leaves.’’ 

GOOD advertising pictures are 
rare, but we have got them for 
every class of business. Send for 
our 16-page catalogue. MODERN 
ADVERTISING cCO., Excelsior 
Building, New York. 


$1 WILL MAKE $5. 


when put into the manufacture and sale of 
Tantona. 

Tantona is a russet-leather shoe polish of great 
excellence. It gives a brilliant, inating b re to 
the most shabby appearing shoe. It preserves 
the leather and is easily applied. 

The ratio between its cost to make and its sell- 
ing price is 1 to 54—a very protease article 
with which to supply a large existing demand. 

—, apparatus is required in its manu- 

The formula cf Tantona is for sale on very 
reasonable term: 

For sample cad ‘full particulars address, inclos- 


ing business card, 
“ CHEMIST,” 
Care Printers’ Ink. 
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NOW Is THE TIME -— 

TO DO THE BEST KIND OF ADVER- W. 
TISING. ¥ 

y 

Send me one dollar and two of your W 

~~ _rrcmaaee, and I will makethem W 


te: 
I will make them sharper, stronger, 
— effective in a business-bringing _ 


- 
‘2 
oy 
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"Enough to more than pay for my 





a you — to save newspaper 
space, [can probably save — twice 
what m my charge would pay for. 


WOLSTAN DIXEY, 
Ideas, yiene, J Advice, 
Writing. illustrat Printing for WD 
Advert: My wD 
150 Nassau St., New York. wD 
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Lg [= ay) placing of advertising consists 
ng copy. Copy that 
‘ht to be in a convincing way. 
ing the matter in —— type as w: 
catch the eye and embe! ng same witha 
icture ~s one can be determined = that will tell 
tts ts story at a casual giance. Third J 
tion of papers that reach the 
the right sort of ‘pecute and sell advertising space 
at a reasonable rate—not low priced papers ; but 
those that are at the same time high P priced and 
cheap on account of the great service they can 
render. To secure these points for the advertiser 
= omqrore a) us . our or peers and aad pectoestcn. 


RTISING 
CO., No. 10 oad oet, “New York. 


HE Styles of Wanamaker, Siegel-Cooper, 
T MeDonal dv puline, Gimbel” — wwbridge 
raw 


e 
dreds of Fa om for 
fe bias Our new Schoef- 

er Old | vie > 
style. So 
Bi or Jensen 
‘2 Distinctiveness 
may ‘ot by wi 
inex, naive, a inioe 
er, such as our Klon- 
dike, Art, Flame, urel, and Barta. 
ityle is the’ eee “thing, and a paying 
study. ond ~ speci! — nearest branch. 
Boston : 
— Seas Ph Phitad e] 
tim ; ew Wai iter Sts.; Buffalo : 45 N. 
Division Ered Gaderer: $23 Third ave ; ” tleve- 
land: St. Clair & Ontario Sts.; Cincinnati : 
Longworth St.; Chicago 203 East Monroe St.; 8t. 
Louk: Fourth & En bees Minneapolis : 24-26 
8t., ; Kansas City : 633 Delaware St.; 
"1616 ‘Blake 8t.; " Portland, : Second & 
- ncisco : Sansome St.; To- 
Foundry Company, Limit- 
ed, 44 Bay St; “Atlan ta: Dodso. ma reinters Supply 
Com: ny, BSgouth F Forsyth St: "Dallas Scarff 
& O’Connor Company, 256 Co' Commerce hi 
1) 202992892990000000¢ :00000000 
OOOOOODDO0000000000000000000 
oo 
MR. JONES has evidently given care- 
ful study to the business of advertise- 
ment writing.—Art in Advertising, 
New York, May, 1894. 


4 a. JONES turns out a great many 
ideas and well-written ads.— 
Printers Ink, New York, Sept. 19, 1894. 


AS. F. JONES ist is a common name, 
but it stands for the uncommonly fine 
advertisement writer.—Clothier and ( 
Furnisher, New York, November, 1894. 


MR. JONES seems to be an expert in ¢ 
his particular branch of business.— 
American Hatter, New York, November, 
1894. 


rst 
Denver : 
Star! 


0o 
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Tes VERY BEST WORK is the only 
kind I care to do. If_a man thinks 
anybody can do his work wel! enough, OO 
he had better not = for my help. I 

do not care to serve the man who 
wants indiffe rent service. if the very 
best work is the J Fe Bon want, ee 
write for my two free 

will tell you everything you cy! 
know about my business. They will be 
O promptly mailed to any business man 
who writes on his own letter-head. 

OO I have a special service for retail 
merchants who do not care to pay a 
big sum. 


CHAS. F. JONES 

0O Writer and Illustrator of Advertising. 
OO Practical Advice on Business Subjects 
0o Suite 101 “World Building, 

oO New York, U. 8. A. 

pies Correspondence invited. 





00 
00 


00 
0Oo 


$000000000000000 00000000000000 
00000000000000 0000000000000000 


31 
T THE PLAINEST OF FACTS 
FROM 
CHARLES AUSTIN BATES. 
Perhaps the best method I can use to tell 
what I do and how I do it will Sebo sey reprint in his 


column some of t’e letters | write to present and 
prospective clients. The ayy Ttind in my 
correspondents’ letters must be in the minds of 


other men. 
* 'a* 


For instance—a large jobbing house in Detroit 
wrote to ask me about a series of large colored 
—_ ling, ag such as I have made for a number 
of my clie: 

I wrote the following letter, which gives prices 
and tells very clearly how I sometimes handle 
such work : 

*_* 
New York, April 18, 1898, 
Messrs. —— & Co., Detroit, Mich. : 

GENTLEMEN—-Under separate cover I am send- 
ing you anumber of samples of cards sent out 
for people in various linesof business. These ma: 
or may not give you some idea of what I wou! 





do in your case. 
Generally this work is made to order. I get the 
facts from my customer ; I learn about his busi- 


ness and about what impression he wears topro- 
duce in the minds of his trade. Then I prepare 
as coves <6 of matter with the object of Ri. 
is & 
lam in generally very ery successful in this; and take 
the it re in referring you to Pin; & oa, 
he Lay. we Shoe Company and ilton 
, of Detroit. I ioe also done a little 
—- 4 ray the ed of pre’ a booklet, for W. 
J. Gould & C 
If you will. give me a few points aoe 
business I can make = a definite 
for placing the facts about it etove e o Gade. 
These large cards, omneee, cos Bev" 
dollars end half 0) for the fret th nec | 
and thirty-two dollars and a half ($32.50 
each additional thousand of the same form. 
This price includes the writing, illustrating, en- 
graving, ‘ant ontlie tk printing. id 
omage om d you u prefer to attend 
addressing and the affixing of the stam pe 
corn you may deduct tweive dollara an 
alf = 50) per thousand from the above price, 
is, ten by ng (#10) for the postage and two 
Sis and & hal: A... 50) for the addressizg and 
“——s of the stamps. 

On receipt of your order, with the nenmney 
information, I would make up the copy, to- 
gether with suggestions for the illustrations. 
you found anything about the illustrations orthe 
Matter that did not wholly ontry you, I would 
rewrite the matter and make su, ions 
for illustrations without additional. charge. 

CHARLES AUSTIN BaTEs. 


‘our 
tion 


** 
* 
Since writing the foregoing I have received 
this letter from one of my most enterprising 


clients : 
MICHIGAN SHOE COMPANY, 
wees Shoes and Rubbers, 
land 88 J 


» ay Austin Bates, Vanderbilt Bldg., New 
acted pond: Replyin to irs of ee 25th inst., 
would say t by A oon tal 
salesmen on Mie ‘road and find th that al of them 
are very mucn in favor of the postals a you 
have been sending out for us, and t say 
they hear more or less about them, ced 
when they into a store and introduce them- 
selves and the house the retailer is fairly well ~ 
formed as to who they represent, and while w: 
~ I not directly see the results here in the 
@ men seem to feel that the cards are 
Ses them in getting orders. Yours very truly, 
MICHIGAN SHOE COMPANY, 
By C. E. Locke. 
*,* 

I would be glad to hear from other jobbers or 
manufacturers who would like to have their 
traveli men made welcome and their work 
made quicker, easier and more effective, or who 
would like to develop trade in new territory 
where their travelers don’t go. 


CHARLES AUSTIN B. 
Vamdertile Bi Bide. 
w York. 
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15 abou 
depend 
It continues in business on the k 
of circulation. Every fare represent: 
So long as the management fine 
you know what you are getting. 
You cant be positive abou 
advertisements. 
Last—but not least— it’s on th 
looking for. 
When you want to put a go 
spot—consider these points. 


COCO OOOOOCO 


GEORGE KISSAM & CC 
POU OweH we wes 


SOCOOSCE 
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‘about the only medium that does not 
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epend upon advertising for existence. 





the basis of the most tangible kind 

resents a subscriber. 

at finds it profitable to run its cars 

about anything else that carries 
{ 


on the way to the merchant you're 


a good advertisement in a good 


a 
-CO., 253 Broadway, N.Y. 


VAAN NINN 


bowen) ery or Eee Uw 
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a A JOURNAL FOR ADVERTISERS. 


t= Issued every Wednesday. Ten centsa copy. 
Subscription price, five dollars a year, in advance. 
Six dollarsa hundred. No k numbers. 

or ten dollars, paid in advance, a receipt 

will be given, covering a paid subscription from 
date to (January Ist, 1901) the end of the century. 

tt Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for $30, or a larger number at the same rate. 

t@ Publishers desi to subscribe for PRInt- 
ERS’ INK for the benefit of — potrons may, on 
application, obtain special confidential terms. 

t= If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every oer is stopped 
at the expiration of the time paid or. 
ADVERTISING RATES : 
Classified advertisements 25 cents a line: six 
words to the line ; peas measure ; display 50 cents 
aline; 15 lines to theinch. $100a page. Specia 
position twenty-five per cent additional, if grant- 
ed ; discount, five per cent for cash with order. 

Oscar Herzperc, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 

New York Orrices: No. 10 Spruce Street. 
Lonpon AGENT, 4-4 SEARS, 50-52 Ludgate 


ill, E. 








NEW YORK, MAY 18, 1898. 








THE best advertising rule is: Use 
your common sense. 


THE advertiser who advertises in 
war times gets the benefit of greatly 
increased circulations without addition- 
al cost. 





Tue disgusting lengths to which advertis- 
ers and shopkeepers are going in the prosti- 
tution of the national flag calls for personal 
— from their patrons and other citizens. 

ersons so lacking in taste as to make night- 
shirts and undergarments of the flags to call 
attention to their wares are too thick-skinned 
to respond to newspaper appeals to decency. 
Citizens should make it their business person- 
ally to offer polite requests to persons who 
misuse the flag to cease and treat it with 
proper deference. One request might accom- 
plish nothing, but a succession of remon- 
strances would pierce the rhinoceros hide of 
even the most tasteless of offenders.—New 
York Tribune. : . 

Respect for the flag will not be in- 
creased by prohibiting its use in an 
advertising way any more than respect 
for the Bible would be insured by 
making it a misdemeanor to quote 
from the Scriptures in order to illus- 
trate a purely secular argument. The 
**Stars and Stripes ’’ needs no artificial 
protection ; its best protection is the 
hearts that beat the faster at the sight 
of it. The flag has never been more 
widely used for advertising purposes 
than it is to-day; yet never has it 
evoked more enthusiasm and patriotic 
ardor. From almost every housetop 
we see it floating, the beloved emblem 
of anation that has given men achance 
to develop themselves, each in his own 


best way ! 
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MANUFACTURERS’ NAMES. 


Office of 
G. E. Martet Portrait Copyinc Housr, 
The Largest and Oldest in the United 
States. f 
273 Pleasant Avenue. } 
New York, April 27, 1898. } 
Lditor of Prinvers’ Ink: 

We wish to secure a directory (or some kind 
of list) of allthe manufacturers in the United 
States. If you have such a directory, or any 
series of Gidacies containing such lists, 
kindly give us full information with prices. 
Kindly answer at once, as we are in a hurry 
for the list. Yours very truly, 

G. FE. MARTEL. 

No such directory exists. The vol- 
ume nearest to that description is call- 
ed the ‘‘ United States Business Di- 
rectory,’’ and is issued annually by the 
United States Directory Printing and 
Publishing Co, of 505 West Broadway, 
N. Y., at $10 a copy. In its search for 
further information PRINTERS’ INK 
applied to Detective Sergeant Flay, 
who has recently been investigating 
the reliability of directories in the in- 
terests of the Police Department. That 
officer gave it as his impression that 
the ‘‘ United States Business Direct- 
ory ’’ was not to be depended on, and 
remarked that although he had had 
much experience he had never found a 
reliable book of this kind. The pub- 
lishers of the volume say that there are 
unavoidable mistakes in the book of 
course, but that despite this fact it is 
valuable, and extensively used for the 
purpose of securing lists. 

Boyd’s City Despatch, 16 Beekman 
street, New York, publish a large num- 
ber of trade lists, averaging in price 
between $1.50 and $15, according to 
classification required. As an evidence 
of the exactitude of their lists the Boyd 
people frequently offer a premium of 
one cent for every misaddressed envel- 
ope. The object of this is threefold. 
It tends to make their list more exact, 
it inspires confidence, and it holds their 
employees to strict accountability. 
They state that there is no publication 
containing a list of all the manufact- 
urers of the country. They say there 
are some which pretend to do this, but 
these utterly fail, Mr. Williams, the 
manager of the company, states that 
there was a fairly reliable publication 
of this character issued about ten years 
ago, but it was the ruin of the concern 
that got it up, and too unwieldly for 
practical purposes. The Boyd Despatch 
Company have nearly 5,000 classifica- 
tions, which practically cover the en- 
tire country on all trades. 
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Mr. F. D. Belknap, manager of the 
Rapid Addressing Machine Co. of 314 
Broadway, New York, says his com- 
pany does not rely on any lists save 
those gathered by the Dun Agency. 
These, he adds, are conceded to be 
practically reliable, and he has never 
had any complaints. ‘‘ It is difficult,’’ 
he remarked, ‘‘ to place a price on these 
lists, as they vary so greatly, some as 
low as 75 cents a thousand, and others 
as high as $5.” Mr. Belknap would 
express no opinion on directories. 

The Trow Printing and Publishing 
Company, Twelfth Street and Univer- 
sity Place, New York City, announce 
that they are prepared to furnish lists 
of all kinds, and conduct in this con- 
nection a mailing and addressing bu- 
reau. They have a library of eight 
hundred directories, constantly kept up 
to date, from which the majority of 
their lists are compiled. 

The National Industrial Review of 
Cincinnati, O., which appears to be 
the organ of the National Association 
of Manufacturers, begins in its April, 
1898, issue a ‘‘ Directory of Manufact- 
urers’”’ and promises to make it as com- 
plete as possible, ‘Ihe only drawback 
to its completeness is the fact that the 
Review announces that ‘‘a nominal 
price for representation, just a mite 
for setting up the type,” will be charged. 

—_ +o 


KOHLSAAT, of the Chicago 7imes- 
/Terald, recently offered to pay $5,000 
if it shoutd ‘be shown that the circula- 
tion of the Chicago 7ribune exceeded 
a certain figure specified. A commit- 
tee of advertisers investigated and 
found the 77zbume’s issue to be 41,628 
copies above Kohlsaat’s figures. Kohl- 
saat paid the $5,000. Bully for Kohl- 
saat. 








SoME solicitors for papers of re- 
stricted circulation would have the ad- 
vertiser believe that a peculiar merit 
attaches to a select clientele. No pa- 
per is any the better as an advertising 
medium simply because its circulation 
is small. The object of advertising is 
publicity, and the more people of the 
right sort the advertiser gets at the bet- 
ter he is pleased. A paper like the 
New York Evening Post, printing, say, 
25,000 in good weather, would be a 
much better medium if it could double 
those figures. Ary paper which de- 
pends upon its own merit for its sales 
gets to be a better medium as its circu- 
lationincreases.— National Advertiser. 


A NEW PRESS FOR THE RECORD. 


As a result of the pressure upon the 
mechanical facilities of the Philadel- 
phia Record the publishers have been 
obliged to add to their present equip- 
ment a new sextuple press capable of 
printing 40,000 ten or twelve page pa- 
pers per hour. The same press will 
turn out 20,000 fourteen or sixteen 
page papers per hour. With this ad- 
dition to its press room capacity it will 
be practicable to keep pace with the 
steadily advancing public favor. 

The average daily circulation of the 
Record for the month of April was over 
200,000 copies. The circulation on 
the third day of May was over 237,920 
copies. The men and women who buy 
the Record do not purchase it as a result 
of importunity. It sells on its merits. 
It is not yellow. It is reliable. It is 
a stayer in all households where it be- 
comes a daily visitor. Its growth has 
heen steady, healthful and vigorous for 
the past twenty years, and for the last 
year more lusty than ever before. 

With its advancing circulation there 
has been an answering advance in the 
appreciation of its usefulness as an ad- 
vertising medium. The percentage of 
increase in its advertising patronage— 
over one thousand columns in,the month 
of April—has been proportionate to the 
percentage of increase in the extent and 
area of its distribution. 

No newspaper ever established in 
Philadelphia has been able to maintain 
such an unbroken record of advancing 
prestige and prosperity. No journal 
has ever more sedulously sought by 
fair and candid dealing to deserve the 
favor of the public. 

—$___+or—____—_ 

MAnyY retailers can often obtain cuts 
illustrating articles they have to sell 
from the wholesalers, jobbers or manu- 
facturers from whom they buy the 
goods. Many of these have catalogues 
in which such cuts are shown, and would 
be very glad to lend them for advertis- 


ing purposes. 


saienieaeenssteniiiillitasantdataaiii 
SPANISH NEWSPAPERS. 

Although Spain is a country of 18,000,000 
population there are fewer newspapers pub- 
lished in it than are published in the State of 
Illinois. Za Efoca, published in Madrid, 
lays claim to a circulation of but 5,000, while 
El Globo, though smaller in size than £/ 
Liberal or the Jmparcial, has a much larger 
circulation. None of those papers makes a 
point of securing the latest news or has any 
regular telegraphic service. All the papers 
of the country devote columns to memories of 
Spain’s departed greatness,—National Ad- 
vertiser, New York City, 
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THE **WEAKLIES” OF DAILY PAPERS, 
The weekly issues of metropolitan daily 
papers area poor lot. We do not know of 
one this side of the Pacific coast which we 
could conscientiously recommend to an ad- 
vertiser. The New York Sum, the Chicago 
News and the Chicago Herald, conducted by 
men of exceptional gifts and abundant re- 
sources, were unable to maintain weekly 
editions. Some of the reasons for the decline 
of the weeklies are apparent. The Sunday 
edition has taken the place of the weekly as 
far as miscellaneous matter is concerned, 
The extension of railrcad connections has 
widened the field of the dailies so that scarce- 
ly a village need be kept in ignorance for 
twenty-four hours of what is going on in the 
world. The“ news” of a weekly is ancient 
history.—National Advertiser. 


A “QUALITY CIRCULATION.” 

A paper has a quality circulation when it 
is not indebted for its circle of readers to 
guessing matches, prize contests, premiums, 
coupon games or any other forcing devices ; 
when free copies are not hawked about by 
clamorous boys and thrust into the doorways 
of indignant housekeepers. Tried by this 
standard such papers as the Mews and Rec- 
ord of Chicago, the St. Louis Chronicle and 
the Cleveland Press, despite their quantity of 
circulation, may also have as good quality of 
circulation as any papers in the country. 
Whether the readers be rich or poor, whether 
they are highly intelligent or not, are ques- 
tions that do not affect the quality of circu- 
lation, so far as its value to the average ad- 
vertiser is concerned.— National Advertiser. 


—_—_——_+on— 
SIGNS FOR TROLLEY FENDERS, 

“In a brief visit to the borough of Brook- 
lyn, the other day,’’ said a Manhattan bor- 
oughite, “‘ I saw on the fender of a trolley 
car a single sheet poster printed with the an- 
nouncement of atheater. I should think that 
as billboards the fenders of trolley cars would 
serve admirably, especially for pictorial work, 
for circuses, for instance. A trolley car with 
its fender covered with pictures of lions and 
tigers, and so on, coming toward the beholder 
at a high rate of speed, could not fail to be 
impressive.”—New York Sun. 


a ee 
THE FINEST ART. 

According to Walter Pater ‘‘all art does 
but consist in the removal of surplusage,”’ 
and he cites in illustration of the idea “ the 
last finish of the gem engraver blowing away 
the last particle of invisible dust.’? Whether 
the engraving be on a jewel or on the public 
mind, the same art principle holds true. The 
finest, and therefore the most effective ad- 
vertising, is that which chisels out superflu- 
ous talk and puts the thought before the eye 
a clear-cut cameo.—Phi/ladelphiz Record. 

or 

‘ CORRECT. 

All advertising has some value, but it takes 
a person of more or less experience to tell 
what kind of advertising will bring the req- 
uisite amount of returns for the money in- 
vested, and if you are not getting the right 
results it is because your advertising ex- 
penditure is not properly invested, and you 
should study up and reason the “‘ whys and 
wherefores,”’ and if necessary consult a prac- 
tical advertising man.— 7/he Adwriter. 


—~+~—>—_—_— 

NO MAN KNOWS. 

A pretty good guess can be made as to 
what a sensible man will do, but nobody ever 
knows what a fool will do.—Azchison Globe. 
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MEDICINES IN GERMANY. 

The ministry of commerce and industry in 
Germany has recently announced certain rul- 
ings concerning proprietary medicines much 
more severe than the bill proposed in the New 
York Legislature. Besides printing the form- 
ula in the vernacular on each package, the 
proprietor must sell it at a reasonable price 
and guarantee relief tothe buyer. The in- 
centive to do-.advertising hereafter in that 
country, after complying with all these regu- 
lations, is very slight.— ational Advertiser. 
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The Times 


WASHINCTON, D. C. 
MORNING, EVENING AND SUNDAY. 


Largest daily circulation in the South. 





DAILY, GUARANTEED 

Total for maak ae 1,266,504 
DAILY, 

Total for April, 1898, . . 1,482,290 





DAILY average for March, 1898, ........ 40,907 
| DAILY average for April, 1898, ......+.. 57,011 
DAILY increase (average) for April, 1898, . . . 10,104 
SUNDAY average for April, 1898, ....... 21,388 





No other Washington Newspaper has 
ever attained this circulation, and 
no other Washington Newspaper now 
approaches it within 20,000. 


Tue Times has the continuous advertising patronage of 
the leading Washington business houses. 


For rates, address 


The Times 


WASHINCTON, D. C. 








| New York Office : 


| 


52 Tribune Building, 
| FRANK B. CONGER, 


MAwNacer, 
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THE ELECTRICAL PRESS. 

The number of periodicals dealing exclu- 
sively or largely with electricity amounts to 
sixty-six. Of hen eighteen are published in 
France, fourteen in the United States, twelve 
in Germany, six in England, three in Switzer- 
land, two in Austria, Belgium, Holland, Italy 
and Spain, and one in Canada. The oldest 
electrical paper now in existence is the 4 #- 
nales Telegraphiques, published since 1855 in 
Paris, France.—Newspaperdom. 

7 ——E 
NOVELTY. 

In an advertising campaign half the effect 
lies in the novelty with which any given idea 
is presented. The idea itself may be as old 
as the hills ; in fact, it is difficult, if not im- 
possible, to produce anything entirely new. 
What we nF originality is, after all, onlya 
new way of saying old things. But as far as it 
may be possible, other things being equal, 
success lies along the line of original effort.— 
St. Paul Trade Fournal, 

oe 
IN GERMANY. 

Queer begging advertisements are often 
found in the German newspapers. The Sas- 
ler Nachrichten recently printed this: ‘A 
man on the road to religious conviction seeks 
for the money necessary to undertake a peni- 
tential and prayerful Lag oy to the Holy 
Land. Offerings under the heading Chris- 
tian Love to be addressed to the office of this 
paper."’—Chicago (1il.) Chronicle. 

+] 








FRANKNESS COUNTS. 

If advertisers only knew it, it is so much 
better to be absolutely frank with the public. 
The representations of a concern are soon 
rated at their true worth, whether made by 
the preprietor and salesmen at the store or 
by the advertising man through the news- 
paper columns; and to just the degree that 
they are recognized as dependable do they 
count.—Ad Sense. 

A TENDER CONSCIENCE, 

“You are advertising quite early in the 
year,” said the summer resort landlord’s 
triend, 

“* Yes, I always fix up my announcements at 
this time of year. You see I ama thoroughly 
conscientious man, and I wish to be able to 
state there are no mosquitoes.”’-—- Washington 
Star. 

RESPONSIBLE FOR ERUPTIONS. 

Advertising blotters are well enough in 
their way, but the man who sends out a blot- 
ter that blots on one side only while the other 
side is highly calendered, is an enemy of the 
human race. He is responsible for many a 
spoiled letter and many an eruption of volcan- 
ic language.— Nationa! Advertiser. 


——__ +o —__. 
AS TO HINTS. 

Don’t try to explain every point. Let your 
customers discover some of them for them- 
selves. They will think better of the goods 
the salesman and themselves. But a good 
hint that will insure them getting on the 
right track is always allowable.— Dry Goods 
Economist, New York. 

— —_~or— 
AN ANOMALY. 

Rural Reader—You fe!lows make some ter- 
rible mistakes in your paper. 

Country Editor—Well-er-I hadn’t noticed 
them. 

Rural Reader— Why, jist about the biggest 
lies in it are signed 7ruth, 
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CIRCUMSTANCES, 

Circumstances make the successful adver- 
tiser, as well as the statesman, and the man 
who makes his announcements at the right 
time and in the proper manner hits the popu- 
lar vein, Such a man does not need to rel 
on the suggestions of superannuated ad- 
smiths. He studies his surroundings, ob- 
serves the characteristics of the condi: and 
puts on sale those articles which will suit 
them and at prices they can afford to pay.— 
National Advertiser. 

+~oo_—- 
ONE VIEW. 

The people who are looking for bargains 
don’t care where the goods come from ; how 
much time and trouble it took to select them; 
how much labor is involved in properly plac- 
ing them, or the like. That they are for sale 
at such a price, and their quality is undoubt- 
ed, is sufficient. —National Advertiser. 

FEMININE EXTRAVAGANCE, 

Mr. Oldham (observing his wife’s manner 
as she threw aside the Sunday paper)—An- 
other disappointed love affair, e 

Mrs, am—No, worse; spring bonnets 
have been marked down to $3.99, and it was 
only yesterday that I paid $4. 


$< —__—_. 
WHY NOT, INDEED? 

When a storekeeper wishes to sell his stock 
he has to produce an inventory, detailed and 
complete. Then why should not a newspa- 
per show its detailed circulation when it 
wishes to sell space ?—A rnold. 

- - =e, 








Tue Fatuer—Here, you, sir! Stop hug- 
ging my daughter in that shameless manner! 

The Lover—Huh! When did you get to 
be a press censor?—New York Journal. 


[Bjooklets 


SELL GOODS 


when plainly and 
convincingly written, 
artistically illustrated 
and properly printed on 
the right kind of paper. 


I attend to the whole business 














—Write, illustrate and print at- 
tractive and convincing book- 
lets, and my prices are moderate. 
Give me an idea of what you 
want and I will submit a sample 
booklet, together with a rough 
sketch of what I think will suit 
you; which will cost you nothing. 


Wm. Johnston, 10 Spruce St., New York. 
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A cuT of an eas 2 cut in its price | TH E EVEN I N G CALL 


will = — ee Of course the ot arn LAFAYETTE, INDIANA, 

must be desirable and properly presented. to| ;, Gao haet deliv en o =e senor thie 

the possible purchaser.—A //red Meyer. | size of the town, Itis t; phically handsome, 
accurate and reliable. Member Associated Press. 

| Tt has more home advertising and foreign adver- 


ARRANGED BY STATES. |jsng tua tny ote cert dit eiasses 
Advertisements under this head 50 cents a line. | 
~__Must be handed in one week in advance. PHENIX ARIZONA 

5 5 


GEORGIA. | is the trade center of 
GOUTHERN FARMER, Athens, Ga. Leading 50,000 prosperous people. 
‘ Southern agricultural publication. Thrift 


people read it ; 22,000 ak ~ oy Covers Sout. | e s 
and Southwest. Advertising rates very low. Arizon a epu ican 
SOUTH CAROLINA. published every morning 
'[ BE COLUMBIA REGISTER daily and weekly . > year, bane by the majority 
_ is the only r Seu rolina | oj ese peop ™ 
ad detalied circulation state- a 
out (See Ayer's Diesstert it nthe best For rates and information concerning this 


" t 
family newspaper published in the State. That’s | progressive newspaper, see 
why it pays to advertise in THE REGISTER. | Pros H. D. LA paved s Eastern Agent 


WEST VIRGINIA 38 Park Row, New York. 


V HEELING NEWS, 7,500 daily. Culy Bagi 
eve’g paper in city 40,000. LACOSTE, N. Y. 
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Displayed Advertisements. [ N A L L 
50 cents a line; $100 a page; 25 per cent | 
extra for specified position—i/ granted. 3 


Must be handed in one week in advance. | 
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END fora sample of mv large 1 for adver- | 
S tisere—size 1ixl4, Price, $2.40 per 1,000, Ad-| > thereareonly seven semi-monthly papers 


dress WM. JOHNSTON, 10 Spruce st., N. Y. having as large a guaranteed circula- 
tion as Farm-Poultry. _In all the 
Northeastern States, New York, New 


8 | § Jersey, Pennsylvania and the six New 
England States, it has the highest rat- 
ing of any paper devoted to live stock ; 
in New England it equals the combine 
circulation of allsuch. The poultry 


TWO DISTINCT PAPERS. raising industry is now yielding re- 


turnslargerthan any other farm product. 
THE ILLUSTRATED SUN Statistics prove this statement. Farme 


THE SUNDAY SUN | § erinflucnce,and more well-to-do readers 
i nfluence, : 
The circulation of the former is prin- ce acne meeps cong any other poultry 
cipally in Michigan, Ohio and Ontario. | perin all the world. Itssubscribers 
he latter is confined to Detroit and | on heads of families, mostly women. 
environs. The street sales of the Sunday | Every subscription is paid in advance. 
issue are greater than any other Sunday Therefore advertisers in 


paper published in Detroit, with one ex- 3 
ception. The local patronage will aver- A M PO ULTRY 
uge 35 columns wee'ly. This shows how ad 
Detroiters look on it as a medium. 
The IMlustrated Sun gives fair returns get results. It will pay any advertiser 
to mail order odvertisers. For the low pantie og 4nd by te 
rate charged, the returns are consid- > 3 
ered by everybody who use it as being card will be sent on application to 3 


rery good. W busi 3 
any reputable. Advertising Ageney.|¢ 1. §, JOHNSON & CO., 


Patrons can discontinue at any time, for 
any cause. For low rates, etc., write 22 Custom House St., Boston, Mass. 


DETROIT SUN, Detroit, Michigan. DAsAbbssassdssssssssAb dsssb bsssssseae 444444 


“THE POINT’S THE THING.” 


THE EFFSEY FALCON PEN isa specially tem- 
red white steel pen with a peculiarly curved point 
hat gives it an elastic spring, so formed as to resist hard 
wear, conengeeney it lasts twice as long as an ordinary 
steel pen. Again, it will write easily on either rough or 
smooth paper, which no other steel gon will do. The 
rapid writer will realize its remarkable value. Price 
$1.00 per box of 144. Sample box for 10c. Not sold 
OF by stationers, for they say it lasts too long. Write direct 
to manufacturer. 


JOHN H. COOK, RED BANK, N. J. 
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and the present price of wheat and 


War other farm products do not hurt busi- 


ness in the GREAT MIDDLE WEST. 
When the farmer gets high prices, we are all prosperous. 
Joliet factories still running full blast. 


Tue Daity and WEEKLY News reaches these people in 
their homes. We don’t hit sharp advertisers with a club. 


THE NEWS CoO., Joliet, Il. 























_—________— 


—_—SE— 


To Get Customers ~~ 


Advertise in their favorite family paper, 


THE EVENING JOURNAL 


of Jersey City, N. J. 
Average Circulation in 1897, . 14,756 
Actual Average Circulation for Nov., Dec. and Jan., 15,407 

























THE WAR 
WITH SPAIN 


Has Caused a Big Boom . 
In Newspaper Circulation. 


The Troy Northern Budget 


Is in the front rank of the big newspapers of New York State. 
Advertisers and others like and patronize it because 
it excels in circulation and merit. 


IT IS AN IDEAL FAMILY NEWSPAPER, 

AND A GREAT FAVORITE WITH ADVERTISERS. 
Wide-awake, Clean, Progressive, excellently 
equipped and thoroughly up to date in its news 

Established and special features, it commands a striking 

1797 position in the newspaper field. 


Cc. L. MAC ARTHUR & SON, Proprietors, 
TROY, N. Y. 
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An Opportunity! The Daily 


If there are any of the readers 


of Printers’ Ink who would like to 4 
reach an exclusive class consist- Re ublican 
ing of wealthy stockmen and pros- 


= perous farmers, thev can reach ais 
= them directly through Phoenixville, Penn. 
The only daily newspaper in 


Texas Stock me 


AND of ten miles) of fifty thousand. 
U.S. Department of Agriculture 


Farm Jourral:)§ soo sy tut tis comm 


nity is the richest in the United 











States. 
= CIRCULATION, For guaranteed circulation rat- 
= 14,000 GUARANTEED. ing and description, see Ameri- 
= Rates, 10c. per Agate line, with can Newspaper Directory. 


liberal discounts on time and 


Space contracts. & The Daily 



























= OFFICES : bli 
= DALLAS. FORT WORTH. Repu ican 
= SAN ANTONIO. Phoenixville, Penn. 


ckell Magazine} 

March Edition, 62,543. 

a April Edition, 67,181. May Edition, 70,218. 
ENOUGH SAID. INVESTIGATE IF INTERESTED. 


NICKELL MAGAZINE, - 4 ALDEN COURT, BOSTON. 
SSSSSS SSS TS PSF S TST EBSFSF FESS TSTE ESTE 
NOT Oris WEARING WIGWAM DWELLERS. 











S=3 the best people—many thousands of them~in 
every State and Province in North America. It is im- 


Ss popu lar among sportsmen—not the buckskin 

clad Id. of the ’way-back districts, but men who 

‘ seek recreation in field sports when 

wearied with the problems of finance or 

@Prlitics, the turmoil of mer-antile pur- 

S suits or the mental str-in cf the profes- 

sions. They value SP:;RTS ATIELD 

and turn to its pages for rest and relief 

from care. They read it from cover to cover—not with the hurried glance given to other and 

less valued publications, but in their leisure moments, and with a careful scrutiny which notes 

and digests each item of interest. Advertisers — bear this factin mind. If they 

desire to push the sale of their wares among people who possess ability to buy, the pur- 

chase of space in SPORTS AFIELD will puss prove a paying investment. Write for 

sample copy and advertising rates. Local agents wanted in every town and neighborhood. 
SPORTS AFIELD, 358 Dearborn Street, Chicago, Ill. 

Eastern Office: 335 Broadway, New York. MW. WURZBACH, Manager. 
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ONE TRIAL BRINGS RESULTS. New England's Family Paper. 


THE 


HARTFORD Portland Transcript 


The following facts wiili Satevest 


advertisers ~~ ane accking the pes 
TIMES tie who appeal ew Kng- 
FIVE FACTS. 


with its circulation of | The rene weekly ctreatation 
of the TRANSCRIPT for the year 


15,000 Daily and more 
7,700 Semi-Weekly ||» nme? cacsan, 


is in 
Maine ; 1 yemenemee of it is in Now 








icut Engla 

ae wes takveare of Connestio 3 pesheity = = paper in the country 
or you. « has 80 readers per paper. 
The Times is recognized as ad y TRANSCRIPTS mph ye 
the best advertising medium sent A relatives in the West or 

in Southern New England. ae. sans iy ee 
When figured in propor- 4, } Each issue of the TRANSCRIPT has 
. . The average of — ah 


tion to actual circulation, 


ind ces not ex 10 columns. 
The Times’ advertising rates This means good position for “run 
of paper”’ ads. 


are 50 per cent lower than 


5.2 The advertising rates of the TRAN- 
any other Hartford paper. . 


CRIPT are moderate, ae “ewo or 
— —— oe ons can be 
= 














Send for Sample Address 
Copy THE TIMES, : TRANSCRIPT CO. 
and, Rate Card. HARTFORD, CONN. ¢ Portland, Maine, 


2 


> ‘eather tain ata at 


The Bangor, Maine, 


Weekly (ommercial 
[@armer and Millager 


Is the most successful Weekly paper ever published in 
the State of Maine. 


It has circulation enough in more than 250 towns © 











in Central and Eastern Maine to create a good 
demand for almost any article advertised in it. 
Its paid circulation of 25,000 copies weekly is con- 
fined wholly among a prosperous and intelligent 
class of farmers and is guaranteed by the Adver- 
tisers’ Guarantee Co. of Chicago. 

J. P. BASS & CO., Bancor, Mz. 


re 


PERRY LUKENS, Jr., - New York Representative, 
29 Tribune Building, New York. ~ 


a 
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Do You Want The Bicycle Trade and Rider, 


WEST OF THE RIVER, 





to reach the Farmers, Stock IS ONLY REACHED THROUGH 


Breeders, Horticulturists, | 
etc., of the Missouri and THE CYCLING WEST 


Mississippi Valley ? 


Let us help you get agents where 
you have none, and help the agents 


5 you have, by advertising your goods 
0 Mall S before the riders in their vicinity. 


WE HELP BOTH. 


NO OTHER CYCLE PAPER REACHES 
OUR FIELD. 
WE ARE ALONE. 


Write us for special inducements. 
0 f St. Louis, The Cycling West Publishing Co. 
Mo 
a 


BOX 133. DENVER, COL. 











(ESTABLISHED IN 1848) 





covers that field very 
thoroughly. It is an old and 
well-established live stock and 
farm paper, founded in 1848, 
half a century ago, and during 
all these years has slowly but 
surely made its way into the 
homes of many thousands of the 
best and most successful farm- 
ers in the country. Its readers 
are, therefore, thinking, prac- 
tical and prosperous men—men 
who want the best and are able 
to buy it; hence only await 
the coming of the man with the 
goods or the stock wanted to 
make a deal and secure it. 
This is the simple truth and it 
needs no elaboration. 
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Rates on application. 


CHICAGO. 
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: Ohio i is Not Excited 


Over the prospect of a war with Spain. If y 
fight we must, the Buckeyes will rally as one \ 
man to the defense of their country’s honor. } 
At present they are willing to let President \ 
McKinley direct the ship of state while they 
and get ready to take full advan- 
tage of the prosperity which is indicated in 
every corner of the great State. 


The Ohio Select List : 


Will place your advertising in the homes of 
these people and charge only fair, honest, 


— low” 


living rates for the service. 


Akron, 
Beacon-Journal. 


Ashtabula, 
Beacon, 
Bellefontaine, 


Bucyrus, 
Telegraph. 


Cambridge, 


Jeffersonian. 
Defiance, 


Republican-Express. 


East Liverpool, 


Crisis. 


Findlay, 
Republican. 


Gallipolis, 


Journal. 
Hamilton, 
Republican-News. 


Ironton, 
lrontonian. 





SEESES 


Kenton, 
News. 


Lancaster, 
Eagle. 


Lima, 


Times-Demoorat. 


Mansfield, 


Marietta, 
Register. 


Marion, 
Star. 


Massillon, 
Independent. 


Mt. Vernon, 
News. 


Newark, 
Tribune. 


Norwalk, 
Reflector. - 


Piqua, 
Call. 









Portsmouth, 


Times. 


Salem, 


Sandusky, 
Register, 


Sidney, 


Democrat-News. 


Springfield, 


Republic-Times. (\(\/ 
Warren, \y 
Chronicle. \ y 


Wooster, 
Republican. 


Xenia, 
Gazette and 
Torchlight. 


Youngstown, 
Vindicator, 


Zanesville, 
Courier. 











Oualliiy amd 
Fair Dealing 


‘*T believe that it does not so much de- 
pend upon what the line of goods is as 
upon what the merits of the goods are, 
and as to the system with which you carry 


on your business.’ 


This was the answer given by Mr. Charles F. Jones to 
the question : 

“ What is the most difficult subject to advertise ?”’ 

My style of advertising was entirely original in the ink 
business, and brought me lots of orders; but the merits 
of my goods, and the system with which I carry on my 
business, were the means of retaining my customers. 
Without these qualities my advertisements would be use- 
less, as a printer who becomes dissatisfied with an ink 
house will never use their goods again. 

My guarantee is that my inks are the best that money 
can buy, and my terms are cash with the order, whether 
you are a large city printer or a small country jobber. 

If the goods are not satisfactory send them back, and I 
will refund your money and pay all charges. 

Send for my price list and printed specimens. Address 


PRINTERS INK JONSON, 8 Spruce St., New York. 
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The Giant of <SxSxGxo> 
The Five-Cent Magazines 


THE 


HALF HOUR 


The best and cheapest monthly pub- 
lished. 

As attractive and as interesting as 
many of the more expensive magazines. 


NOTHING LIKE IT 
FOR THE MONEY. 


Advertisers report a large number of 
replies from the HALF HOUR. 

Advertise now in the HALF HOUR 
and get the benefit of low rates and 
rapidly increasing circulation, 

Your regular agent will quote you 
prices, or write to us direct. Copies of 
the HALF HOUR on all news-stands 
throughout the country. 


Please send for sample copy and rates. 
WV 
George Munro’s Sons, 


17 to 27 Vandewater Street, 
New York. 
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“Two heads are better than one” 


The 
Gibbs 
& 
Williams 


Co 





LITHOGRAPHING DESIGNING 
PRINTING ENGRAVING 


18 & 20 
Oak 
Street 
NY 


Corner 
New Chambers 
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Newspaper men who desire to attract the 
attention of Proprietors of Schools and 
other,Educational Institutions to the merits 
of their publications as mediums for their 
advertisements would do well to avail them- 
selves of the special School number of 
PRINTERS INK for May 25th, which will 
go to nearly every Educational Institution 
in the United States. The edition will be 
above 25,000 copies, and will afford an op- 
portunity for placing arguments where those 
interested in advertising Schools will see 
them at the very time when they are mak- 
ing plans for advertising intended to inter- 
est the possible pupils for next term. 


CHOOLS 


ADVERTISING RATES 
FOR THE SPECIAL EDITION ABOVE ANNOUNCED: 








Classificd Advertisements (no display), 26 cents a line. 
Displayed Advertisements, 50 cents a line, or $100 a page. 
Special positions, 26 per cent extra, if granted. 





JUBILEE NUMBER 
Tre issue of Printers’ Inx for July 6, 1898, will be first number for the eleventh 
year, and will be a Special Jubilee Edition. 





Special Rates for the Special Editions: One Page in Both Issues, 
$200 net; One-quarter Page in the Two Issues, $50 net. 
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Real Elevated 
Railway 
Advertising 


In the cars and on the stations of the 


Brooklyn “L” 


Nothing like it anywhere 


either for display 
re) a oe (=e 





GEO. KISSAM & CO, 


253 BROADWAY, N. Y. 
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=| ARE AS FOLLOWS E 
5 First and Second Ave. Electric = 
= Broadway & Astor PI. Electric E 
= Broadway and Worth Street E 
= Eighth Street Crosstown - E 
=| Fourteenth Street Blue Line E 
= From East 28d St. Ferry to Christopher St. Ferry. E 
= Fourteenth Street White Line l= 
=( Eighty-sixth Street Crosstown IE 
5 Bartow and City Island : 
= Not Many—"t look at the way cards are displayed and E 
= the representative advertisers who appear only ) = 
=| in these lines, They know Street Car advertising of IE 
= E 
-- ° 9 = 
> “The Kind That Pays.” © 
=i E 
={ GEORGE KISSAM & CO. E 
= 253 Broadway, New York. = 
=i E 
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The 
Bri ghtest Desi gners 


in America 


are constantly working on new 
ideas for street car cards ; an ap- 
preciative and critical audience 
of millions view at their leisure 


the product of their brains. .’. 


@ 
@ 
@ 
@ 
3 
And Remember § It! ® 
That’s Why Street Car @ 
2 @ 
Advertising ° 
@ 

; 

@ 

@ 

@ 

@ 

@ 

@ 

@ 

@ 

@ 

@ 

@ 

ae lt 


4 


has become such a great medium, 
But you want it placed properly 
and reliauly. We can doit. . . 


GEORGE KISSAM & CO. 


EXECUTIVE OFFICES: 
Postal Telegraph Building, New York. 


14 BRANCH OFFICES—9,000 CAks, 


Oe. Te 
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READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
_cards or circulars, and any other suggestions for bettering this department. 


be oererecerorosess 





A copy of the Mews-Republican of 
Kenton, Ohio, has been sent ine spe- 
cially marked, with the idea, I presume, 
that I can find some gcod ads in it. 
Whoever sent it probably noticed what 
alot of strikingly displayed adsit shows. 
But when you come to investigate 
these ads, with nice heavy borders and 
good strorg head-lines, there is hard- 
ly one of them that is even a passably 
good ad. 

This is one notable example in which 
the printer can’t be blamed, for he 
certainly has done his best to make 
these ads stick out well, and they do; 
but there is nothing much in any of 
them that is worth saying or worth 
reading. ‘The paper shows about as 
well as anything could how useless 
strong display is without good,sensib'e 
talk in the body of the ad. 

This is not the criticism department 
and I don’t want to preach many ser- 
mons on that subject, because it is the 
same old text that is being preached cn 
overand over inall thedepartments; vet 
it is one of the eternal advertising truths 
that can not be too strongly impressed: 
Have something to say and say it, as 
plainly as pos~ible, before you give any 
thought to the way it is to be displayed. 

Here is ad which is an excellent ex- 
ample of good display combined with 
good reading matter: 


D 
SUITS 


At the New Store, 

















Loevenharts. 
Clothing ene Furnishings 


Not every man or store is so lucky 
as to have aname which can be used in 





this fashion, yet any store can have a 


trade-mark and stick to it. If it is 
neat and distinctive it will serve the 
purpose of an eye-catcher, even if it 
isn't very large. Here is an example. 
It is not a new ad, but it will show the 
idea : 





~ 


A 


Aus. 


London Walking Hats and En- 
glish Turbans (imported from A. 
J- White & Co., of London) are 
just as much in fashion as ever. 
Their air of jaunty independence 
is exceedingly becoming to most 
faces. An alluring display of im- 
ported and domestic millinery at 
tempting prices is seen in our mil- 
linery department. Ladies’ Hats 
retrimmed, $1 and $1.50. 

Parasols covered to match cos- 
tumes, $2 up. 

Men's Mackintoshes, $12 to $18. 
Hats, $2 to $s. 

Umbrellas, $1 up. Re-covering, 
75C. up. 

PAULSON BROs., 
441 Wood St. 














. Only 
Perfect Glasses 


Every pair of lenses, every frame, * 
every eye-glass chain a hook 
undergoes a careful inspection be- 
fore leaving my hands. Eath lens 
is accurately measured; if oct of 
jocus one one-hundredth of sn 
inch it is thrown out. If there is the 
slightest bubble or blemish of any 
kind it’s never sold; all of my 
chains and hooks are of good ma- 
terial and guaranteed to wear; all 
my spectacle frames undergo a 
rigid scrutiny, and any flaw in 
strength or finish consigns them to 
the refiners; the frame must also 
fit the customer’s face in eve 
way; the eyes must look throug 
centers of lenses ; bridge must not 

too high or too low; must not 
cut temples; and lashes must not 
brush glass. 1! positively will not 
sell a frame that does not fit per- 
fectly ; would rather lose a sale ten 
times over than let such a frame 
go from my parlors. 











Another good form of display is a 
design that shows at a glance the nature 
of the business, and if it can be made 
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Shoes, or any business. 


a part of a border as nicely as this 
OOOO 0660900000 60000008 


optical ad it rather helps the effect. 




















| 
Really the best display of all is .{$ 3 
good picture of an attractive article) As We Rummage 4 
that you are selling at an attractive | ® + 
price. The following ad of the baby i$ Through Our Stock $ 
carriage brings out this idea very 4 e 
ae } a haa we unearth a pair of shoes 
nicely, although the reduction is sO}® here and a pair there which tellof @ 
small that it doesn’t show how pretty | @ great events that have gone before— = 
the carriage looks in the original ad, > big sales when many pairs of shoes 3 
which wan ali-vat six tines os Mere were sold in a very short time—the 
sé SIX times as ge. +e tag end of ’97’s big lines, now: broken 4 
. @ in sizes and ready to go at almost e 
4 . 4 any price. Itis best that these odd * 
A BEAUTIFUL BABY COACH @ sizes and widths and ’97 styles, @ 
——————S @ though as good as any shoes in the @ 
FOR ii @ house, be on your feet instead of on @ 
50 CENTS A WEEK es 7 our shelves. They'll be comfort @ 
a @ = givers to you, but they’ ’d worryus, @ 
Your Credit is Good Here. @ so here—take your choice of $2, $3 ¥* 
inch Mil sell you the Grete 3 and $4 shoes at $1.50, $2.50 and $3. D4 
jest and most substanti. 
baby conleairuneaie: —- 5 Up-to-Date +4 
--compiete, with patent & ois * * 4 
brake, rubber ures, adjust- . Repairing ° 
22 0 sptger the hundred & + 
coac u fr — 
Louamemgueepures @ BROWN &CO., 14 Tan St. @ 
SJ] Pay for it sac weekly. * +4 
@ Letthe baoy enjoy it while BED LHSCHEHEHOSHEEHEHE HED 
you pay for it, A Launiiry. 
 eaienciie Pre te ee ee ee 
of 
s WOMEN # 
$$ Who want to get rid of the drudg- Kd 
Ss ery of the wash day are confidently 38 gs 
6 advised to have their flat work done Pd 


Se up by the Wilson Laundering Com- 
Se pany. ‘Velephone No. 137, or write 
*s 15 Flat St. 


Patarararerararararararararet atetatts 
May be adapted to any business. 
OLSLSSSSESSESESE SOL SS 


SHAKESPEARE SAYS : 


“It stirs the blood more to rouse a 
lion than to start a hare.’ The in- 
dividual whose blood was not stirred 
in reading an account of the fight at 
—— yesterday, must be built some- 
thing after the orderof a stoughton 
bottle or a putty man. He is the 
only kind of a man who would fail 
to enjoy one of Wesley Winn’ s fa- 


Pict tat tar 





THE nan Tost ane Rate 








Furnishings. 


Tt WOMEN 


To-morrow, ladies, we're going to put on mous 5-cent Rosa Concha cigars. 
some ‘specials’ in which we’re sure A2p 
you'll be interested for your men and =i tw 
boys. These: Men's good, heavy, e* ‘a 
seamless Cotton Socks, blacks and tans 

sc.; and Men's good spring-weight 
Balbriggan Underwear—15sc. a garment; A oe 
and Bees’ Dress ax Gade Galion. Stationery. 


with colored bosoms, laundered—2sc ; so MANY GAMES 


and Men’s Laundered White Shirts, 








. Min 


Ssaseesseeeesssssesses 


: 
: 
* 
* 
7 
% 
+ 
‘ 
« 
« 
# 
« 
# 
« 















with colored bosoms and cuffs to match Are being played with Chips now- 
—35C. Now, ladies, these are “ bar- adays that we have pnt in an extensive 
gains ’’—Loevenhart bargains—and on line of them—non-breakable kind—plain 
sale ONLY and beautiful designs, See display in our 

|| window. All sorts of prices; be for the 


uality. 


| 4 
Tomorrow! |“ "'-sxzom eso 











| A Drug Store, 





vvvVY 
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OOK OUT for yourself! 
Unreliable spring medi- 
cines are ‘‘ holding up”’ 

the good people of Peekville 
every day. Allthe police in 
the State can not help this 
state of affairs. The 


Honest Druggist 


We offer our 


vrvvvrv9T 


can and will. 


own 
Celery. Sarsaparilla 
and 


Dandeli Cc d 





as the leading Spring remedy 
for 1898 and: all future years. 
We declare with sincerity that 
there is none better. Just try 
it and note’ the improvement 
of your blood and the new 
vigor to the nervous system. 


50c. per Bottle. 


WALTER PEsTLE,17 N.Adams St 





Assad 












What we advertise is so. 


The Fat 
Man’s Suit. 


That’s our hobby—to fit 
the stout man with short 
neck and short arms; We 
have made a study of fit- 
ting him, as well as his 
tall, lankey brother. 

Tt used to be a “‘ hard job” 
for both these extremes to get 
a proper fit—it’s dead easy 
now, if you only come to the 
right place. Suits $9 to $25. 

See our soc. Neckwear. 
Negligee Shirts, 75c. to $1.50. 

Your money back without a 
word. 

SAMPSON & Co., 

Cor, Charles and John Sts. 
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@ece--@e0e--@eoe-- 





ONE THING 
AND THAT DONE WELL. 


WE are prond of 
the line of goods we 
display. Spring 
Neckwear in par- 
ticular. Call and 
seé our 


Men's" 
Furnishings. 


JOHN JAMISON, 


soz Lee Avenue. 
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Plain as a Fike-staff. 


Men's Suits, 


$9.95. 


Choice of 1,000 men’s 


make ; there is none better; 
sizes 33 to 44, including stouts 
‘and longs, 95. 


Mail orders with cash prompt- 


ly filled. 
Catalogue and samples free. 


of 


OSGRSXGHGRSHGHSRGNGH 


fine 
suits, 25 styles to select from— 
serges, worsteds, cheviots and 
cassimeres—our own dependable 






sf 


PUTNAM DAYLIGHT CLOTHING 7. 


HOUSE, 
State and Quincy Streets. 


OsSRSRSRSRSRSHSRSRGO 


Clothing. 








MAKE A MAN OF HIM 


As soon as a boy puts on his 
first trousers he thinks he is a 
man. His first little box over- 
coat satisfies him that he is at 


last as old as his father. 


We are glad to have a hand in 
encouraging the little fellows in 
this ambition by giving them the 

f tasteful gar- 
ments that can be made for boys, 


most stylish an 


BRING YOUR BOYS TO 
OUR STORE TO-MORROW 


and let us fit them out in 


Stylish Spring Apparel. 


REDDING, QUEEN & CO., 


Broadway and Pine. 





ae 





gpeoeoeese BVIBBI2 


; 
; 
; 


Seceeeeece 


Trite, but True. 


TAKE CARE! 

N these alluring, decep- 

ative days you're not safe 
without a spring - weight 
Overcoat. It’s good for 
many days in the year any- 
how. Come in and try on 
one of our ready-made, It 
will probably be a reveiation 
to you for its style and fit, 
and its reasonableness as to 
price. These coats were 
made especially with a view 
of selling at this store and 
to the kind of people that 
we usually sell to—not the 
ordinary ready-made kinds 
of coats. 


MILLIAMS & WHITE, 
4oo Central St. 





& 
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Text and Iflustration. 


-THERE is no other commodity bought 
and sold of which buyer and seller are 
so absolutely ignorant of its value as 
newspaper advertising. Space of the 
same quality is daily sold at prices vary- 
ing as widely as the difference betwéen 
a cent and a dollar, and neither buyer 
or seller knows whether he is paying 
too much or accepting too ‘little. Printers’ Ink. 








In the line of thought suggested by the text printed above is the follow- 
ing interesting experience of an advertiser who made proposals for the inser- 
tion of the small advertisement here shown in a selected list of American 


daily papers, 


ADVERTISEMENT. 


R SALE-—Ten R.I.P.A.N.S for 5 cents at drug- 
gists. One gives relief. 


The order specified that the ad must appear in every issue daily for the 
period of a full year and a request was made that it should have a position 
under the classified heading ‘‘ For Sale.” This condition was waived when 
it was objected to by a publisher. P 

The price. offered was the publisher’s yearly rate for ordinary advertising 
unless the paper had a lower schedule fpr classified advertising. 

The estimate as originally prepared included a much larger list of papers, 
but all save the one hundred and thirty-two catalogued below were eliminated 
before the order was mailed, because their schedule of rates seemed to be 
higher than the service would warrant. 


It will be observed that the list of papers below is arranged in columns, 
as follows : 
In first column name of town. 
In second column name of State. 
In third column name of paper. 
In fourth column circulation of the paper. 
In fifth column price offered. 
In sixth column rate per line per year for each thousand 
copies issued. 
In seventh column disposition of the proposal. 


In each case where the order was declined the matter was dropped with- 
out correspondence. 


The papers in the catalogue are arranged in the order of their compara- 
tive cheapness or dearness, considering the cheapest first, the dearest last, 
from 13 cents in the case of the Salem (Mass.) Mews, accepted, to $3.98 in 
the case of the Galveston Vews, declined on account of insufficiency of price. 

It is interesting to note that excellent papers were willing to do the work 
at 13, 14, 15 and 20 cents a line per year for each thousand issues, while 
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other papers of no: better quality or greater influence declined the service 
at a price from ten to fifteen times higher. 

It is still more interesting to note that the acceptances are in the majority 
all through the list and that the proportion of acceptances is no greater where 
above a dollar a line per year for each thousand of circu- 


the price offered is 
lation than it was 
cents a line for the 


Salem, 


Chicago, 
Boston, 


Manchester, 
Newark, 
Paterson, 
Trenton, 
Hartford, 
Lowell, 
Philadelphia, 
Cincinnati, 
Toledo, 
Chicago, 
Sioux Falls, 
New York, 
Cincinnati, 
Providence, 
Lowell, 
West Chester, 


St. Louis, 


St. Louis, 
Pawtucket, 
Lynn, 
Providence, 
Cleveland, 
Chicago, 
Pittsburg, 
Pittsburg, 
Philadelphia, 
Binghamton, 
St. Louis, 
New Haven, 
New Orleans, 
Washington, 
Wilkes Barre, 
Bangor, 


Pittsburg, 


Mass., 
Ti., 


Mass., 


Wett., 
BW: 5. 
W. Js 
N. J., 
Conn., 
Mass., 
Pa., 
a. 
o., 
Iil., 

S. D., 
NR. Bu 
o., 

x. T., 
Mass., 
Pa., 
Mo., 


[ 
Mo., 


R.L, 


Mass., 
R. kh, 


0., 
T., 
Pas, 
Pa., 
Pa., 
N. ¥., 
Mo., 


Conn., 


La., 
D.¢:, 
Pa:, 
Me., 


Pa., 


among the papers where the price offered was below fifty 


same service. 


CATALOGUE. 


News, 

News, 

Globe, 

Union, 

News, 

News, 

True American, 
Times, 


News, 
Inquirer, 


Post, 


Blade, 


Drover’s Journal, 


Argus-Leader, 
Press, 


Times-Star, 
Bulletin, 
Sun, 


Local News, 


Republic, 


Star, 
Times, 
Item, 
Telegram, 


Press, 
Journal, 


Times, 


Chronicle-Telegraph, Dy. 


Call, 
Leader, 
Chronicle, 
Union, 
Item, 
Times, 
Record, 
Commercial, 


Post, 


Dy. 16,246, 5.00 
Dy. 204,724, 63.66 net, 
1Sun, axéior$ 9°75 
Dy. 12,684, 5-46 net, 
Dy. 39,811, 17.00 net, 
Dy. 6,483, 2.65 net, 
Dy 5,807, 8.50 
Dy. 14,175, 6.67 
Dy 95295, 6.00 
{ Dy. r20oee'{ 61.88 net, 
Dy. 155,132, 79-56 net, 
Dy. 17,022, 8.57 net, 
Dy. C, 10.20 net, 
Dy. G, 2.00 net, 
, py. B f 37-14 net, 
Dy. 103,405, 53-04 net, 
Dy. 33,624, 14.04 
Dy. 10,036, 6.67 
Dy. 13,228, 7.50 net, 
1San. Jrloags f 37-23 net 
{Sos Garg f 37-73 net 
Dy. E, 8.67 
Dy. 12,869, 10.00 
{8ts. 3305} 233 
Dy. 86,646, 53.04 net, 
Dy. 82,280, 53.04 net, 
Dy. 51,272, 32.76 net, 
50,105, 31.83 net, 
Dy. C, 13.35 net, 
Dy. 19,357, €.80 net, 
Dy. A, 53-04 net, 
{Br PAM} oo 
Dy. 16,224, 11.57 net, 
Dy- 39,386, 28 08 net, 
Dy. 10,430, 7.50 net, 
Dy 5,356, 5.00 
{ Hd ag ' 35.04 net, 


n 
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-38. 


Accepted 
Accepted 


. Accepted 


. Declined 
. Accepted 
. Declined 
. Declined 
. Declined 
. Accepted 


. Declined 
. Accepted 
. Declined 
. Accepted 
. No response 
. Accepted 
. Accepted 
. Declined 


. Accepted 


Declined 


Accepted 


. Accepted 
. Declined 
. Accepted 
. Declined 
. Accepted 
. Accepted 
. Declined 
. Accepted 
. Declined 
. Accepted 
. Accepted 
. Declined 
. Accepted 
. Declined 
. Declined 


38. 


Accepted 


Declined 
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Bridgeport, | Conn., Post, Dy. 10,599, 8.25 39. Accepted 
Rochester, N. Y., Union & Advertiser, Dy. 15,749, 12.75 net, .40. Declined 


Binghamton, N.Y., Herald, Dy. 8,402, 6.80 net, .41. Accepted 
Chicago, Iil., Chronicle, Dy. B, 33-15 net, .41. Accepted 
Guthrie, Okla., Capital, Dy. 7,083, 5.85 net, .41. Accepted 
Paterson, N.J-, Call, Dy. 6,163, 5.00 net, .41. Declined 
St. Louis Mo., Post-Dispatch { OY t 62. 4. 

ouis, 0.5 ost-Dispatch, Sen. A, 05 net, 41. Accepted 
Washington, D.C., Star, Dy. 31,192, 51.oonet, .41. Accepted 

, Dy. ‘ 
Worcester, Mass., Telegram, { Sun. on 13.74 .41. Declined 
Chester, Pa., Times, Dy. 6,514, 5.63 net, .43. Declined 
Springfield, Mass., Republican, {Ry eg 11.67 -44. Accepted 
4 —_ . Dy. 70,76s, i ‘ 
Kansas City, Mo., Star, { oon. o,966, f 62.05 net, .44. Declined 
St. Louis, Mo., Globe-Democrat, { ay pany t 62.05 net, .44. Accepted 
Rochester, N.Y., Herald, Dy. E, 11.22net, .45. Declined 
Syracuse, N.Y., Post, Dy. 13,084, r1.94 met, .45. Accepted 
Baltimore, Md., Sun, Dy. B, 72.00 net, .45. Accepted 
Philadelphia, Pa, Bulletin, Dy. 59,281, 53.04 net, .45. Accepted 
Augusta, Me., Journal, Dy. 355775 4.00 .46. Declined 
Detroit, Mich., News, Dy. 62,419, 55-16 net, .46. Accepted 
Boston, Mass., Record, Dy. B, 46.£0 -47. Accepted 
Boston, Mass., Post, {Q. B f 43.80 -47. Declined 
° ’ 
Elizabeth, N.J., Journal, Dy. 4,152, 3-75 net, .47. Declined 
Toledo, o., Bee, { 7 F ' 7.29 net, .48. Declined 
Des Moines, Ia., News, Dy. 16,641, 15.91 net, .48. Accepted 
Worcester, Mass., Spy, 1 3r F 7.28 -49. Declined 
o3 Sun. F, 

Binghamton, N.Y., Republican Dy. 6,377, 6.00 net, .50. Declined 
Syracuse, N.Y., Herald, Dy. 18,603, 18.6r net, .50, Declined 
i . 63, hi 
Baltimore, Md., Herald, { ed — 33-15 net, .50. Declined 
New Orleans, La., States, Dy. 14,011, 14.03met, .50. Declined 
Pittsburg, Pa., Press, { oe = t 36.50 net, .51. Accepted 

ad , 
pind . en § Dy. Declined 
New Haven, Conn., Register, {Sun. F 9-00 -51. Declinec 
Wilmington, Del, Republican, Dy. 6,300, 6.25 net, .52. Accepted 
Pittsburg, Pa., Dispatch, { ps. er 38.33 net, .54. Accepted 
. . ’ ’ 
Hartford, Conn., Courant, Dy. F, 8.33 -55- Declined 
Portland, Me., Express, Dy. 5,945) 8.33 .55. Accepted 
dy. 

Boston, Mass., Herali, toad A, t Q1.25 -55. Accepted 
Utica, N. Y., Press, Dy. 8,398, 8.75 net, .55. Declined 
Buffalo, N. Y., Commercial, Dy. 12,419, 13-26net, .56. Declined 
Utica, N. Y., Observer, Dy. 7,607, 8.5so net, .56. Declined 
Chicago, Til., Sun, Dy. F, 8.50 net, .56. Accepted 


New York, N. Y., Evening Sun, Dy. A, 84.24 net, .56. Declined 
Dy. 


Denver, Col., News, 1 Son. eng 29.92 net, .58. Declined 
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Pittsburg, 


Galveston, 
Des Moines, 
Oakland, 
Boston, 
Harrisburg, 


Des Moines, 


San Francisco, Cal., 


Minneapolis, 
Buffalo, 
Chicago, 


Denver, 


i Leader, 

Tex., +, Tribune, 

Ea. Leader, 

Cal., Tribune, 

Mass:; Traveler, 

Pa., Star-Independent, 
is Register, 

Examiner, 


Minn., Times, 


New Bedford, Mass., Standard, 


Topeka, 
Portland, 
Portland, 


Omaha, 


Sacramento, 
Salt Lake, 


Seattle, 
Washington, 
Omaha, 


Boston, 
Portland, 


Cincinnati, 


Cleveland, 
Wichita, 
Lewiston, 
San Jose, 
Columbus, 
Sioux City, 
Houston, 
Minneapolis, 


Buffalo, 


San Francisco, Cal., 


Seattle, 


Sacramento, 
New York, 


Philadelphia, 
New York, 





N.Y., News, 

Bi., Tribune, 
Col., Republican, 
Kan., Journal, 

Me., Argus, 

Me., Press, 

Neb., World-Herald, 
Cal., Bee, 


Utah, Tribune, 


Wash., Post-Intelligencer, 


D.C., Post, 


Neb., 


Bee, 


Mass., Journal, 


Ore‘, ’ Oregonian, 
O., Enquirer, 

i Plain Dealer, 
Kan., Eagle, 
Me., Journal, 
Cal., Mercury, 
O., Dispatch, 


Idaho, Tribune, 
Tex., Post, 
Minn., Journal, 


N.Y., Express, 


Chronicle, 


Wash., Times, 


Cal., Record Union, 

N.Y., Tribune, 

Pa., Public Ledger, 

N.Y., Evening World, 
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{ Dy. 25,872, | 
Sun. 34,967, 
Dy. 314655 
Dy. 11,120, 
Dy 8,896, 
Dy. C, 
Dy. 6,234, 
Dy. F, 
§Dy. 81,742, ) 
(Sun, 101,768, § 
(Dy. 26,577, ! 
) Sun. 42,941, f 
Dy. 61,895, | 
{ Sun. C, j 
§ Dy. l 
(Sun. A, j 
§ Dy. l 
(Sun. C, § 
Dy. 11,496, 
Dy. 11,322, 
Dy. 5,076, 
Dy. 5,017, 
S Dy. 20,869, t 
(Sun. 20,421, § 
Dy. 6,680, 
Dy. 8,258, 
a 
Sun, 13,525; 
Dy. } 
Sun. C, 
Fe } 
Sun. 19,981, 
Dy. 
Sun. B, 
Dy. 24,093, 
§ Dy l 
(Sun. B, ) 
Dy. 32,000, } 
Sun. 30,000, § 
Dy. 10,764, 
Dy. G, 
Dy. F, 
Dy. E, 
Dy 6,015, 
4 Dy. ( 
}Sun. 11,812, f 
Dy. C, 
By: esd 
Sun. 65,451, 
j Dy. 
i Sun. B, 
Dy. 8,490, 
Dy. G, 
Dy. 
{ Sun. B, 
Dy. B, 
Dy. A, 


24.82 net, 


3-60 net, 
13.26 net, 
10.6e net, 
31.20 

7.50 net, 

9.37 net, 


106.15 net, 
37-23 net, 
74-46 net, 
101.66 net, 
27.38 net, 


11.44 
15-91 net, 
7-33 

7-33 
30.60 net, 
9-94 net, 
12.00 net, 


20,40 net, 
30.60 net, 
30.60 net, 


73-00 
37-23 net, 
63.44 net, 
49-64 net, 
17.14 net, 
6.67 
12.41 net, 
10.62 
10,20 net, 
21.39 net, 
37-44 net, 


42.43 net, 


77-57 net, 
15.92 net, 
12.15 net, 


83.77 net, 


84.24 net, 


15)-12 net, 


+59- 
60. 
-61. 
-61. 
62. 
62. 
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-83. 
-83. 
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-93- 
-96. 


-97- 


1.01. 
1.04. 


1.05. 
1.06. 





Accepted 


Declined 
Accepted 
Accepted 
Accepted 
Accepted 


No response 
Accepted 


Accepted 


. Accepted 


. Accepted 


. Accepted 
. Accepted 
. Declined 
. Declined 


. Accepted 


. Accepted 
. Declined 


. Accepted 
. Accepted 


. Accepted 


Accepted 
Declined 


Declined 


. Declined 


. Declined 


Declined 
Accepted 
Accepted 
Accepted 


. Accepted 


Accepted 


Accepted 


Accepted 


. Declined 


Declined 
Accepted 


Declined 
Accepted 
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Denver, Col., Times, Dy. E, 26.52 net, 1.10. Accepted 

Indianapolis, Ind., Journal, { py sat 3t.ognet, 1.29. Accep’ed 
. ’ 

Boston, Mass., Transcript, Dy. D, 62.40 1.43. Declined 

Philadeiphia, Pa., Times, Dy. C, 58.56 net, 1.46. Accépted 

New York, N.Y., Herald, { ay A | 223.60 net, 1.49. Accepted 

Butte, Mont., Miner, { Dy. 6,295 } 18.00 net, 1.50. Declined 

New York, N.Y., Evening Telegram, Dy. D, 53-04 net, 1.52. Declined 

New Orleans, La., Picayune, : py. F } 22.95 net, 1.53. Accepted 
. ’ 

New Orleans, La., Times-Democrat, { py. F t 22.95 net, 1.53. Accepted 
od ’ 

Lincoln, Neb., Journal, 1 F t 23.46 net, 1.56. Accepted 
. ’ 

Baltimore, Md., American, | BY. E f 39-44 net, 1.57. Accepted 
ad ‘J 

Dallas. Tex., News Dy. F . 

Galveston, Tex., News, { Dy. ( s 87.60 net, 3.98. Declined 

Salt Lake, Utah, News, Dy: 1, 10.80 net, 5.4>. No response 


The total number of daily papers to which the proposal was sent for in- 
serting the advertisement as above was 132. Of these 75 accepted, 54 de- 
clined and 3 failed to report, Of the first 20 named _on.the list 12 accepted. 8 
declined and 1 was not heard from. By a curious coincidence it appears that 
of the last 20 to whom much higher prices were offered, 11 accepted, 7 de- 
clined and 2 were not heard from. 


CONCLUSION. 


The Ohio Farmer, an excell.nt agricultural paper published at Cleveland, 
in a recent argument, took the ground that ‘‘ the expensive medium is usually 
expensive because it has a right to be, having proven itself valuable to the 
advertiser.’’ ‘* The expensive medium,’’ says the Farmer, ‘‘ inyariably gives 
the advertiser much more actual value in proportion to cost than the lower- 
priced ones.” It is not probable that this dictum will be taken as an adequate 
explanation of the wide difference in rates of charge exhibited in the list of 
132 papers shown above, but it is likely to be as satisfactory as any other that 
will be urged. The successful publisher charges for his advertising space as 
much as he thinks he can get, and the average advertiser is satisfied with the 
lowest price obtainable, whether high or low, reasonable or unreasonable, 





The circulation ratings in the above calculations are from. the American 
Newspaper Directory for March, 1898. The letter ratings are explained by 
the following key : 





KEY TO LETTER RATINGS. 


Exceeding seventy-five thousand, - - 
Exceeding forty thousand, - . » 
Exceeding twenty thousand, 

Exceeding seventeen thousand five hundred, 
Exceeding twelve thousand five hundred, - 
Exceeding seven thousaud five hundred, - 
Exceeding four thousand, - 
Exceeding twenty-two hundred and fifty, - 
Exceeding one thousand, - - - 


SOs e > 
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DEPARTMENT 





OF CRITICISM. 
‘By Charles Austin ‘Bates. 


Readers of PRINTERS’ INK may send to this department advertisements, booklets, cata- 


SOOO OOO OOOOe ro eae 





a ues or plans for advertising. As many as ible will receive full, honest, earnest 
ticism. There is no charge for it. PRINTERS’ INK “ pays the freight.” 
Satem, Va., April 15, 1898. can get a certain kind of a local at five 
fr. Chas. Austin Bates, New York: cents a line, another kind at ten cents, 


Dear Sir—As a subscriber and reader of 
Printers’ Ink I write to ask you to express 
your opinion as to whecher or not the in- 
closed ads are the right kind to use to get the 
farmers’ attention. It is an experiment with 
us, but if your experience has taught you 
that local ads are not good to reach farmers, 
we would like to use something better. We 
run these in three or four papers in Southwest 
Virginia and change weekly. Ought we to 
get results? If you know of any better wa 
to talk tothe farmer, please tell us. We thank 
. you in advance for your ey 


Respectfully, FRANCIS. 





Whe Available Man. 


When people desire a particular article the 
first thoughtthat enters their minds is who 
is ‘* The Available Man.’’ There are several 
reasons when you want fruit trees why 
“Francis ”’ is the most available man. (1). 
Because “‘ Francis’ grows trees that are as 
good as any and better than some. (2.) Be- 
cause a big root is essentiai to a fast- 
growing tree, and “‘ Francis’’ trees have the 
big root. (3) Because ‘*‘ Francis” trees are 
as cheap as any and cheaper than some. Or- 
ders taken now for spring delivery. 

Our handsome descriptive catalogue is 
yours for the asking. 

THE SALEM NURSERY. 
Jno. A. Francis, Prop. 
SALEM, Va. 





The Disposition to Grunt, 


Any hog will grunt, whether it be con- 
tented or not. Everything that grunts is not 
a hog—by any means. This is asimple little 
grunt to remind you that Francis grows 
fruit trees that are said to be the best, and it 
is a duty you owe yourself to plant for profit. 
The greatest profit is attained by Francis’ 
big- root, grow fast, full bearing trees. Spring 
is coming; are you thinking of planting? 
Think of Francis. 

If you will ask for it, we will mail you our 
descriptive catalogue free, which tells you 
how far apart to set trees, how many trees to 

the acre, and how to set them, and other 
valuable information about fruit growing. 
Tue SALEM Nursery, 
Jno. A. Francis, Prop. Salem, Va. 





The ads are pretty good, and the 
plan of using locals is also good, if it 
isn’t run into the ground. 

Some papers are so full of adver- 
tisements set as locals that their value 
is very little. I believe that locals are 
usually worth most in the papers that 
charge most for them, and that there- 
fore have the fewest of them. The 
highest priced local isthe best. If you 





it is generally cheaper to take the ten- 
cent kind. 

If you are going to use locals, make 
them Jook just as much like the read- 
ing matter of the paper as is possible, 
and make them read like the reading 
matter. 

These locals of Mr. Francis are 
plainly advertisements. There is no 
effort to make them look like reading 
matter. 

It’s easy enough to do this—if you 
know how. 

A local ad should not only be set in 
type to resemble the reading matter, 
but should resemble the reading matter 
in the way it is written. 

The principal virtue in these ads of 
Mr. Francis is that they sound as if he 
was in earnest-in his belief in his trees. 
They are pretty well written, but as 
they are written they would be much 
more suitable for display ads than for 
local notices. 

* * 
* 

W. J. Brewster, of Hannibal, N. 
Y., writes me: 

“ As a regular reader of PRINTERS’ 
INK, I ask if you will kindly criticise 
ads on three pages of the Hannibal 
News, mailed you under separate cov- 
er.”’ 

I will not. 

I will not do it because I have never 
seen three pages of the Hannibal Vews. 
I have never even seen one corner 
of one page of the Hannibal Mews, 
and the reason I haven't seen it is be- 
cause it was mailed ‘‘under separate 
cover.”” 

Ia a long experience with mail mat- 
ter I have discovered that when a thing 
is mailed under separate cover it 
doesn’t generally arrive at all, or it 
arrives too soon or too late. In the 
mail addressed to this department, if 
printed matter comes by itself it must 
be very attractive or very bad indeed 
to keep out of the waste-basket, while 
I wait for the letter that may possibly 
come later. If the letter comes by 
itself the waste-basket gets it immedi- 
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ately. If you want me to get what 
you want me to criticise put it in with 
your letter and pay letter postage on it. 
That’s the only way to be sure that I 
will ever receive it. 


+,* 


The Hartford Business College is 
one of the best advertised business 
schools in the country. Its newspa- 
per ads are not only suggestive, but 
instructive, and its catalogue is a 
worthy supplement to the advertising. 

The: following. advertisement ap- 
peared in the Connecticut Farmer, 
and, as an advertisement addressed to 
farmers’ boys, it can not well be im- 
proved upon: 


Why Follow the Plow 
All Your Life ? 


Since this College was founded, in 1860, it 
has educated and placed in good, lucrative 
positions several thousand young people. 
These graduates are now in offices of mer- 
chants, railroad companies, insurance cor- 
porations and banks all over the country. 
Some of them are control'ing large enter- 

rises of their own right here in the city of 
tartford. 

Why Not Yourself Become a 
Merchant or Banker? 

These people didn't have a good education 
to begin with. No! Some of them didn’t 
even know the rudiments. of arithmetic, and 
some were very poorin English, Spelling and 
Penmanship, but we supplied all these. You 
see our system is the very necessities of an 
education for real life. It’s just what you 
will need for use in business. It is actual 
business practice itself. Calls are coming 
into us aknost daily for young people, prac- 
tically trained. 

What Others Have 
Can Do. 

Now we have a short three-months’ Spring 
course. It’s exactly adapted to your needs. 
In it you handle several hundred finely en- 
graved business forms in real transactions, 
It will give you a clear understanding of 
commercial arithmetic and bookkeeping. 
Furthermore, it will cost you only $12.50 
per month. You couldn’t put money at a 
greater rate of compound interest anywhere 
than in an education to meet the demands of 
an up-to-date business world. 

Write Postal for Large Catalogue. 


MORSE’S HARTFORD 
BUSINESS COLLEGE. 
The only Commercial School in the State 
with one price for all and all for one price, 
$12.50 monthly. 





Done You 





* * 
* 


Mr. H. W. Spear, who writes the 
ads for Bentley, Bass & Co. of ‘lemple, 
Texas, is worthy of a larger field. 
Most of the ads written by the adver- 
tising men of large department stores 
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are not so good as those which Mr. 
Spear concocts for his house. 

I reproduce the text of three recent 
ads of his. ‘They are well-written, 
straight to the point and the statements 
sound true. The only criticism possi- 
ble on the ads is that in the original 
they occupy more space than is neces- 
sary, and that they are not particularly 
well displayed. 


Ladies’ Ready to Wear 
Suits and Skirts, 


Direct from the best New York modistes and 
tailors. Suits made up with silk lined braided 
jackets and bayadere skirts. Others in plain 
goods. Handsomely designed. Elegantly 
tailored. Price $15.00. 


Separate Skirts 


in the new bayadere weaves at $3.50 for Mo- 
hair and $10.00 for silk. In heavy black 
China silk with rich flouncings $15.00. 
These are all ‘‘ made to order’’ garments— 
a Prreaamamaen values—and worthy an early 
ook, 


Our Dirt Road Drummer 


Starts this week on a four months’ tour 
The trip will take him inside the yard gates of 
hundreds and hundreds of prosperous farm- 
ers who are naturally tributary to Temple. 


E. M. Watson 
is his name and this card is his intro- 

duction. A simple statement of our cash 
methods;and closely clipped prices, backed by 
a few samples of spring goods, will be his 
argument to induce strangers to “try us 
and old friends to feel they are in good 4 

We feel that we are showing the best bought 
and closest marked stock of dry goods, cloth- 
ing, hats, carpets and shoes in Bell County, 
and want /ournal-Reporter revders to in- 
vestigate us. 


Leather Stockings 


For your boy. Not made of leather of 
course, but made of yarn so woven and plied 
on that they 


Wear Like Leather. 


It’s a new stocking we’ve just put in from 
a mill away up in Wisconsin. It’s a fast black 
extra heavy spliced heel and triple knee, 
built for the boy that wears out the ordinary 
sort ina week. It’s named “‘ Leather Stock- 
ing.”” Any size—price 25c. per pair. 














* # 
* 

A correspondent sends me an irreg- 
ular scrap of wall paper, which he 
says was used in street advertising in 
New Orleans during the last week in 
March. 

On the wall paper is pasted a little 
slip, which says : 

‘* This paper was taken off the walls 
of the Academy of Music to make 
room for the people who are going to 
see Troja at the Baldwin & Melvin 
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Continuous Performances. Matinee 
daily at 1 p. m. Nights at 8. Bargain 
day prices.” ate ‘ 


* 

Mr. George C. Watson, seedsman, 
ef Philadelphia, writes me as follows : 

** You're pretty severe on trade pa- 
‘per advertising. . i’ve seen some. good 
stnff in the pastten years in the Amerz- 
can Florist, the organ of the American 
nurserymen, seedsmen and florists. 
Here’s\a sample-from last week’s is- 
sue.” 

‘ And then he gives the sample, which 
explains better thananything I can say 
why I am severe’ on trade journal ad- 
vertising: 


HOW TO GET RICH. 


By Wm. K. Harris. 
Stop $y my ia friend, and read this bright 


lt tells how to provide for ree old ag 
The —_— is plain, just give it a thought - 
lling goods high that were cheaply bought, 


- on active manhood may poavite for old age, 
I offer the following plants at a reduction of 





-from 20 to 25 per cent, than my autumn price, 
after many months’ e has increased their size 
and beautified their growsh. 


Philadelphia is the center of the nation for 
Saeoueve plants, and my stock is the Standard 

of Excellence by which all others are measured ; 
so when you buy my stock ata low price, you are 
paving ¢ oti indeed, One You know 


bleom, that fragrance may blend with the beauty 
of the ‘day. ” 


each 
Pahdanus Veitchii in in. pots, $2.50 size, at henge 
Sace hey > peepee 3 “pee in 5-in. pot, 7! = 
5 
15 
75 





30 
igen | SURE in 8in. pot, #2 size, at = 
Latania Borbonica, in 3-in. pot, 8c. size, at 
ceena Sanderiana (new), Livistona Rotun 

Rubber (Ficus. E ica), Pandanus 
Utilis. Large Areca Lutescens. Otaheite Or- 
anges in bloom and in fruit, and much other fine 
stock at usual prices. 


wm. K. HARRIS, 
5bth St. and Springfield Ave., Philadelphia, Pa. 





Some’ men will never get over the 
idea that alleged poetry is good adver- 
tising, no matter how bad the verse 
may be. They seem to feel toward 
these painfully constructed stanzas as 
Dr. Johnson did toward women speak- 
ing in public. ‘‘Sir,” he would say, 
**a woman speaking is like a dog stand- 
ing on his hind legs. You don’t ex- 
pect it to be done well; you are sur- 
prised that it can be doneat all.” ‘The 
friends of the advertising laureate do 
not expect him to write good poetry ; 
they are surprised that he can write 
any. 
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The lame and halt lines which begin 
this ad, and the paragraph which fol- 
lows them could be cut out.of the ad 
and never be missed. The rest of it is 
not so bad. The only real business 
part of it, the part which made it worth 
anything at all, is the price list, and 
the customers who are looking for the 
things advertised’ must wade through 
the asthmatic verses and misplaced 
word painting of the introduction to 
find out just what they ought to pay for 
Pandanus Veitchii or Cocos Weddeli- 
ana. 

Mr. Watson says: ‘‘ What’s the 
matter with that? A Lindley Murray 
might get alittle hot under the collar 
on reading the above, but it ‘gets 
there’ with both feet when it touches 
the spot.” 

A Lindley Murray also might find 
fault with this mixed metaphor. : It 
does not take a Lindley Murray to find 
fault with the ad ; Lindley Murray has 
nothing whatever to do with it. Mr. 
Harris isn’t writing a grammar, nor 
even a book of poems—he is writing an 
ad, or trying to write one, and the 
easier he makes it for the people to 
read it, the better he will illustrate the 
head-line, ‘‘ How to get Rich.” 

* & 


* 

To the man who thinks it is beneath 
his dignity to quote prices I commend 
this advertisement of Tiffany & Co. 
You see that this not only quotes 
prices, but quotes ‘‘ reduced” prices : 

TIFFANY & CO. 
SitveR WEDDING PRESENTS. 

Our reduced scale of prices, under which 
we are selling sterling silver forks and spoons 
at $x per ounce, still continues in force. 

This method of marking prices furnishes 
patrons with exact information as to weights, 
and enables them to more readily compare 


values with articles for similar uses sold by 
other dealers. 
Tiffany & Co.’s products can be purchased 


direct only from their own establishment. 
Union Square, New York. 
*,* 

An odd shape ef booklet is used by 
J. H. Malees, 134 West Broadway, 
New York, to advertise his business. 
It is about five and a half by one and 
a half inches in size. The matter is 
well written and straightforward, but 
the printing is not good enough for a 
printer’s advertisement. Mr. Malees 
certainly expects his customers to want 
good printing. He should show them 
that he can do good printing. This 
booklet is not well set up. The cover 
is had. The paperis too cheap, both 
for the cover and the inside, 
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IF YOU'RE IN --- YOU KNOW... 
IF YOU COME IN - - YOU WILL KNOW 


That Qur Advertisers Get Results 
ARE YOU IN? 


Boyces 


600,000 COPIES WEEKLY. 


$1.60 per agate line. 


BOYGE’S MONTHLY .. 


500,000 COPIES MONTHLY 
$ 


1.60 per agate line. 





















Our papers are chock: full of advertisements, 
because they give results. 

They give results because we have the circula- 
tion—the right kind and plenty of it. And the 
rates are low and we allow you to cancel your 
ad if it doesn’t pay; and we want you to do it if 
it doesn’t pay. Then you'll come back again. The 
next ad will no doubt pay. 

THE HUSTLER, | W. D. BOYCE CO., 
sent free to any one Boyce Building, Chicago. 


who asks for it. 
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The New York Journal 





is now printing 


1,220,618 


copies daily 












All Free Copies, Exchanges, 
Samples and Waste Deducted. 
The Largest Circulation of any Newspaper 
in the World. 


ADVERTISE IN 


The New York Journal. 








